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Rough Proofs 


The Post Office has been trying 
hard to get zone numbers used 
in mail addresses, and has been 
pretty successful with everybody 
except U. S. government depart- 
ments and agencies. 

~~ wo 

Ernest Byfield, of College Inn 
and Pump Room fame, is now go- 
ing in for frozen foods, and Wayde 
Grinstead would like to see the 
frigidaire version of his flaming 
sword dinner. 

a ae 

Borden’s Elsie, Variety reports, 
is expecting early accouchement, 
and with Carnation Milk now 
broadcasting from New York, per- 
haps they would be willing to sup- 
ply a temporary replacement from 
among the contented cows. 

*, vt? 

Don Molitov says he notices that 
¥. Morse Smith is shown on the 
letterhead of Industrial Equipment 
News as vice-president in charge, 
and he wonders if he is in charge 
ff the other vice-presidents. 

7 . > 

The NAM used full-page news- 

paper ads to record the fact that 


believes all price controls) 
hould be dropped. That’s no way| 
to get top billing in a Gallup 
popularity poll. 
oe 
Philip Morris is borrowing the} 
Raleigh technique of using a| 
uscious lady in its window dis-| 
plays promoting carton sales. Why 
not go a step further and offer 
he lady, or a reasonable facsimile, 
vith each carton sale? 
vvy 
For the first time in his long 
ind illustrious career, Babe Ruth 
is publicly impressed by what the 
loctors say, in this case about the 
micotine content of Raleigh cig- 
arets, 
we 
Trimz has a new DDT-treated 
wall paper for cedar closets. Moths 
and other insects will be warned 
0 invade those precincts at their 
wn peril. 
vvy 
AA ran an editorial on “Those 
lever Labor Leaders.” The idea 
eemed to be that the unions are 
getting better results with their 
free publicity than the manufac- 
urers are with their advertising. 
vvyY 
Just when the Varga girls got 
an Okay from the Supreme Court 
in its decision upholding Esquire’s 
right to use the second-class mails, 
enor Varga provided an anti- 
limax by trying to cancel his 
‘Ontract. 
a ee 
Public’s Liquid Assets Add Up 
$181 Billion.” Headline in Ap- 
TISING AGE. 
ind all this in spite of the 
ortage of good aged-in-the-wood 
Bourbon. 


rE CO 


ee 
sing Crosby said in his reap- 
peirance on the Kraft Music Hall 
thot he came back because they 
uu off his cheese. It’s a good thing 
he deal wasn’t based on keeping 
ip the supply of Kraft Dinner. 
, I ee 
*rofessor Hayakawa bemoans 
fact that the advertising copy 
"\iters have stolen all the words 
nd symbols of the poets. But 
Call notice the song writers 


krn’t complaining. 


Copy Cus. 


Ad Council Urged 
to Push Drive on 
Food Conservation 


Benton & Bowles 
to Handle Big New 
Voluntary Campaign 


Washington, Feb. 14.—With Ag- 
riculture Secretary Clinton Ander- 
son advising the Advertising Coun- 
cil that there is serious doubt that 
we can find food to fill our quotas 
for hungry Europe, food cOnserva- 
tion reappeared this week as an 
important advertising theme for 
the next six months. 

The Secretary told a group of 
43 Advertising Council workers 
that even under the conservation 
program, consumption of food here 
will equal or exceed any previous 
year, although per capita world 
supplies for 1946 will average 12% 
below prewar levels. 

Earlier in the week, Mr. Ander- 
son and President Truman had 
turned down a compromise plan 
of the Millers National Federa- 
tion which would have protected 
brand name flour through the 
shortage period by a voluntary ra- 
tioning program. 


Dislike Dark Wheat Breads 


The Secretary, in his discussions 
with the millers, took the position 
that a “voluntary” plan would 


result in black markets and con- 


fusion. Angrily he told the in- 
dustry that it had suffered very 
little as a result of the war, and 
that it would be expected to co- 
operate gracefully in the govern- 
ment program to save 25,000,000 
bushels of wheat by making an 
80% wheat flour. 

The millers had argued that “the 
American public does not like dark 
wheat breads,” and that household 
recipes would be upset. Sig- 
nificantly, they expressed fear that 
they would be outdone in the ex- 
port market in Latin America, and 
that “the postwar market for 
wheat would be threatened by 
competition of other foods which 
have not been downgraded by gov- 
ernment order.” 

The ad council group heard Mr. 
Anderson at the climax of a two- 
day meeting with top government 
officials, which had included White 
House sessions with Treasury Sec- 
retary Fred Vinson; Housing Ex- 
pediter Wilson Wyatt; Assistant 
Secretary of State Will Clayton, 
and Reconversion Chief John 

(Continued on Page 57) 
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ARE YOU 


Union Label? 


Ti itis ante entemitannn 
goods are wilaw to thew uruon and unfaur to 
themselves .. . boomer .,son-made means 
weil made! 

Raleigh Cigarettes are the most widely 


Be fair to your label... be fair to yourself... 


SMOKE ° 


Raleigh 


THROAT PROTECTION ~ BETTER TASTE + LASTING FRESHNESS 


DO YOUR CUSTOMERS 
A FAVOR. WHEN THEY 
ASK JUST FOR “BEER” 
SELL THEM EDELBREW 
. EDELBREW IS 
100% FOR FULL 
EMPLOYMENT. 


i 


KEEP A HEAD WITH 


Edelbrew 


THE BEER THAT GIVES YOU MORE 


EDEL EREW BREWERY, INC. BROOKLYN, ©. ¥. 


APPEAL TO LABOR—National advertisers using the labor press for specialized 

copy include Brown & Williamson Tobacco Corp., Louisville, in 50 to 60 labor 

papers through Batten, Barton, Durstine & Osborn, New York, and Edelbrew 

Brewery, Inc., Brooklyn, in five union papers through Roy S. Durstine, Inc. B & W 

stresses its union label, while Edelbrew, in this copy in a grocery clerks’ publica- 
tion, advises "When they ask just for beer sell them Edelbrew." 


Industry Probes Labor 
Papers as Ad Medium 


High Rates, Dubious 
Data Seen Offset by 
Intense Readership 
By GEORGE BIDERMAN 


New York, Feb. 13.— With or- 
ganized labor and labor problems 
at the focus of public attention, 
many national advertisers are 
viewing the labor press as a new 
potential medium for their sales 
messages. 

There are no accurate figures of 
the number of labor papers in the 


U. S., principally because the num- 
ber varies almost from day to day. 
Informed estimates place the total 
of regularly established printed 
labor newspapers at between 800 
and 900, with a readership of more 
than 15,000,000 out of 40,000,000 
persons in union families. 

The field is complicated by the 
fact that rates in labor papers are 
generally much higher than daily 
newspaper rates; that circulation 
figures are frequently unreliable; 
that format and production are not 
uniform, and that most ‘labor pa- 


(Continued on Page 46) 


Last Minute News Flashes 
Newsprint Use Gains Sharply, ANPA Reports 


New York, Feb. 15.—With the end of government restrictions, news- 


print consumption by newspapers 


in January began to move sharply 


back toward prewar levels, the American Newspaper Publishers As- 


sociation has found in reports from 525 dailies. 


January, 1946, con- 


sumption by these papers totaled 221,054 tons, compared with 185,193 


tons in January, 1945, and 229,799 


in January, 1941. Newspapers had 


39 days’ supply on hand on Jan. 31, 1946, as compared with 45 days’ 


supply on Jan. 31, 1945. 


Trucking Association Launches ‘46 Campaign 
Washington, Feb. 15.—American Trucking Associations, through the 
Biow Company, New York, will start its 1946 campaign Feb. 20, using 
680-line ads in newspapers of 45 to 50 cities to promote the advantages 
of shipping by truck. First copy, headed ‘Which of these stores gets 


your business?”, 


will show a fully-stocked store which receives its 


shipments by truck, and an empty one which does not use trucking. 
ATA recently finished a newspaper campaign in eight states which 
have 1946 legislative sessions to explain how trucks “pay 32% of all 


road taxes.” 


CABI Okays ‘46 Ad Program 

New York, Feb. 15.—The Conference of Alcoholic Beverage Indus- 
tries, liquor industry public relations group, has tentatively approved 
an advertising program for 1946 which will involve continuation of 


its country weekly and business paper campaigns. 


Walter Swertfager 


Company is the agency. Negotiations for the merger of CABI and|} 
Allied Liquor Industries (AA, Feb. 4) are still continuing. 


monds & Simmonds. 


immonds & Simmonds Gets B-1 Account 
St. Louis, Feb. 15.—Advertising of B-1 Beverage Company, including | 
36 | a stepped-up bottler cooperative campaign, has been placed with Sim- 
Merle R. Fuller, vice-president in charge of| 
38 | Simmonds’ St. Louis office, is the account executive. 


34| Stinson Starts $150,000 ‘Life’ Campaign 


Wayne, Mich., Feb. 15.—The Stinson division of Consolidated Vultee 
Aircraft Corporation has begun a $150,000 campaign in Life on its 
personal plane. This is the first advertising in consumer magazines by 


Stinson since the war. 
account. 


Young & Rubicam, New York, handles the 


(Additional News Flashes on Page 2) 


Associated Net in 
Scramble for Cash 
as Operations End 


Numerous Groups 
Jockey for Position; 
Outcome Uncertain 


New York, Feb. 14.—Associated 
Broadcasting System, which this 
week suspended network opera- 
tions “temporarily,” is now en- 
gaged in an active effort to secure 
fresh financing before the network 
falls .apart. 

Associated, which has been 
striving mightily to become a fifth 
national chain, ran out of Operat- 
ing funds on Monday and an- 
nounced that it would operate on 
a per-occasion basis from Tuesday 
on. Involved in the suspension was 
a complicated refinancing opera- 
tion which began last month when 
Floyd Odlum’s Atlas Corporation 
loaned the network $150,000 with 
an option to convert the loan into 
a controlling stock interest within 
30 days (AA, Jan. 7). 


Faces a Dilemma 


ABS’ suspension of operation 
took place amid a mass of con- 
flicting speculation and interests. 
Summed up, the ABS situation 
boils down to two factors: ABS 
cannot get financing until it gets 
efficient and competent manage- 
ment; and it cannot get experi- 
enced radio personnel for man- 
agement of the network until it 
has solid financing. Principals in 
the network’s present dilemma 
are: 

Leonard A. Versluis, president, 

and Roy C. Kelly, executive 
vice-president, both of Grand 
Rapids, Mich. Mr. Versluis and 
Mr. Kelly each own 20% of the 
network’s stock, and both are re- 
ported eager to surrender their in- 
terests to anyone making a “rea- 
sonable offer.” Mr. Versluis was 
conducting negotiations in New 
York for financing of ABS until 
last week when he left for Florida, 
leaving all negotiations in the 
hands of William G. Henderson, 
vice-president in charge of station 


Claims Copyright 


on Vets’ Emblem 


Portland, Ore., Feb. 14.—The 
spread eagle on the veterans’ dis- 
charge button is being squeezed, 


|) and it’s likely that he’ll begin to 


squawk before long—if Larry 
Mickelson, whose printing company 
is located here, is as serious as he 
sounds. 

“Everyone seems to be under 
the impression that the design for 


| this little gold button was created 


by the government and as such is 
public property,” Mr. Mickelson 
told ADVERTISING AcE. “This is not 
the case, as this design is protected 
by copyright No. 58063 Class K, 
and all rights are reserved for the 
use or reproduction on paper. We 
now own this copyright. 

“We intend to restrict the use of 
this design on copy where its use 
will have a definite advertising 
value from a commercial stand- 
point.” 
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relations. 

Mr. Versluis, who ran the net- 
work from Grand Rapids where 
he owns station WLAV, and Mr. 
Kelly, who controls the Wolverine 
Network, started ABS on a founda- 
tion of religious broadcasts but 
now, apparently, feel they have a 
“bull by the tail,’ and are eager 
to let go. 

Atlas Corporation, a giant in- 

vestment firm with interests in 
CBS ($1,300,000), RKO-Radio Pic- 
tures, Inc. ($13,000,000), Walt 
Disney Productions, and many in- 
dustrial and commercial corpora- 
tions. Atlas’ interests in Associ- 
ated were represented by Radu 
Irimerscu, top executive in the 
company and a director of North- 
east Airlines. Atlas is now the 
principal creditor of Associated 
with its $150,000 falling due on 
Feb. 26. The only other major 
creditor is the Peoples National 
Bank of Grand Rapids, with 
$70,000. 

Atlas, under Mr. Irimerscu’s di- 
rection, conducted a survey of 
ABS’ possibilities which report- 


edly cost $100,000 and enlisted the 
services of such individuals as 
Merlin H. Aylesworth, RKO ad- 
viser and former president of NBC, 
C. E. Hooper, and others. 

The Atlas survey, according to 
reliable sources, found that the 
network, its commercial possibili- 
ties and its potential revenue were 
very favorable, but that the man- 
agement lacked the “know-how” 
to operate a network and was 
proceeding on a shoe-string basis. 


Loan Not Converted 


interest. 

William G. Henderson, vice- 

president of Associated. More 
than any individual, Mr. Hender- 
son built ABS. 

Although he holds no stock or 
control, by virtue of his position 
in the management and the re- 
linquishment of control by Mr. 
Versluis last week, Mr. Henderson 
is a key figure in the current ne- 
gotiations and may have an out- 
side chance of bringing fresh 
money into the operation. 

A group of small Grand Rapids 

investors who own about 20% 
of the network’s stock. These in- 
vestors, along with Mr. Hender- 
son, Clayton W. Kuning, general 
manager and former Chase Na- 
tional Bank executive, and Van C. 
Newkirk, vice-president in charge 
of the West Coast, are very much 
interested in keeping ABS alive 
and infusing it with new manage- 
ment. 

Mr. Kuning, whose father is 
Charles Kuning of the American 


(Continued on Page 61) 


Although announcement was 
made last month that Atlas would 
convert its loan to stock, but would 
not purchase a controlling interest 
in the chain, the company has to 
date taken no action and remains 
in the position of a creditor. It 
is known that Atlas has talked 
with other potential investors and 
has recommended investment in 
ABS if it were provided with com- 
petent management. , 

As the principal creditor, Atlas 
could presumably petition for a 
reorganization of the network in 
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‘“‘Quite a few orders from IOWA this morning, eh, Miss Printwhistle?”’ 


Sales opportunities in lowa are mounting fast; 
so are the advertising opportunities you need 


in order to take advantage of this fact. Right 
now, for example, the consumer coverage rep- 
resented by the Des Moines Sunday Register 
stands at better than 70% of the state’s urban 
families. And its coverage of retailers and 


THE DES MOINES 
REGISTER anv TRIBUNE 


covering Metropolitan lowa 


wholesalers is at the same high level. Thus 


in Iowa the market and the means to profit 
from it are ready for you today. Take advan- 


tage of them... today! 


A STATE-WIDE URBAN MARKET RANKING 
AMONG AMERICA’S FIRST 20 CITIES 


Nationally represented by Osborn, Scolare, Meeker & Co., New York, Chicago, Detroit, Philadelphia 


which it would have the dominant | 


Advertising Ave, February 18, 194¢ 


Last Minute News Flashes 


Esso Launches Extensive Spring Campaign 

New York, Feb. 15.—Esso Marketers this week opened its spring 
newspaper campaign with the first of a series of 10 large-size adver. 
tisements (an increase of eight ads over the 1945 campaign) in more 
than 800 newspapers in 18 states and the District of Columbia. Hal 
of the insertions will promote Esso dealer service in dailies and week- 
lies; the other half will promote Atlas tires in dailies. Esso also wil] 
use outdoor posters, the “Esso Reporter” radio program, direct mai] 
and an expanded window display service. McCann-Erickson is the 
agency. 


Starts Extensive Drive for Seabee Planes 

New York, Feb. 15.—Republic Aviation Corporation, Farmingdale, 
L. I., is launching 1946 advertising for its Seabee personal plane. 
using Collier’s, Esquire, Fortune, The Saturday Evening Post and an 
extensive list of sports publications and business papers. Copy de- 
scribes Seabee features and quotes the price at $8,995. Albert Wood- 
ley Company is the agency. 


Helene Curtis Industries Signs First Radio Show 

Chicago, Feb. 15.—Helene Curtis Industries, division of National Min- 
erals Company, through Adolphe Wenland & Associates, Los Angeles, 
will sponsor its first radio program, a 52-week Sunday half-hour 
musical show, over the full ABC Pacific Coast network, starting 
March 3. The program, as yet untitled, will be broadcast from 11 to 
11:30 p.m. EST. 


Blu White Sales Extended to West Coast 

New York, Feb. 15.—Manhattan Soap Company is extending dis- 
tribution on Blu White, which “blues while you wash” when added to 
regular laundry soap, to the Pacific Coast. Newspaper ads will follow 
distribution. The product was tested for almost a year in restricted 
markets, then advertised widely in the Midwest. Duane Jones Com- 


pany handles the account. 


Keep Ads Running, 
Ford Tells Coast 
Dealer Meeting 


Los Angeles, Feb. 14.—Although 
what Henry Ford II told 500 deal- 
ers in a four-hour closed meeting 
here today was guarded like a top 
secret military document, ApveEr- 
TISING AGE learned that the youth- 
ful Ford scion urged dealers to ad- 
vertise strongly within their own 
territories whether they have any 
cars to sell or not. 

Mr. Ford left no doubt in the 
minds of his hearers of his con- 
viction that dealers should spend 
“a substantial amount of money 
every year for local advertising,” 
and presumably implied that a 
similar course would be followed 
by the factory. 

In line with the company’s new 
public relations policy, a new 
regional office for the 11 western 
states has been opened in Los An- 
geles, to serve primarily as a pub- 
lic relations office, as well as 
housing regional executives. John 


Weld is the new regional public 
relations director. 

A similar office was opened not 
long ago in Rockefeller Center, 
New York. 


Hartford Agency 
Changes Name 


Stenter Company, Hartford ad- 
vertising agency, has changed its 
name to Edward Owen & Co., with 
new offices in the American Indus- 
trial building, 983 Main St., Hart- 
ford, Conn. 

George Stevens Jr., New Eng- 
land advertising representative of 
American Telephone & Telegraph 
Company for the past five years, 
has been appointed vice-president 
of the agency. The executive line- 
up of the organization includes: 
Edward Owen, president, and 
Warner Murphy and Victor North, 
vice-presidents, 


Names Woodhull 


William T. Woodhull, formerly 
with North American Phillips 
Company, New York, has _ been 
named advertising manager of 
Trans-World Publishing Company, 
New York. 


SUN’S 
SUND 


NET PAID 


- 1942 


in 
Sunday 


mon 


373,582 


from publis 


422,371 


AY 


382,357 


19431944 N9AE 


Six 
her's statements 10 ABC for 


ths ending September 30, each year 


circulation... 


The decided and continuous upward trend through the years of Th: 
Chicago Sun’s circulation on Sunday offers further evidence of th« 
increasing support and confidence given this newspaper. These yearly 
gains are primarily in the city and suburbs where most advertisers benefit 
most .. . The Sun not only increased its Sunday circulation every year 


but in January, 1946, it had a net 
national advertisers can read with 
America’s Second Market! 


paid average of 446,337—a figure 
profit into future schedules fo: 


THE CHICAGO SUN 


400 West Madison St., Chicago 6, Ill. 


* 250 Park Ave., New York 17, N. Y 


National Representatives: THE BRANHAM COMPANY 
CHICAGO: 360 North Michigan Avenue. NEW YORK: 230 Park Avenue 


Atlanta + Charlotte » Dallas » Detroit « Kansas City- 


Los Angeles « Memphis « St. Louis «San Rrancisco 
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During the past year and a half, at luncheon meetings 
in Manhattan, Chicago, Los Angeles, etc., handfuls of 
ad men heard TRUE STORY tell of new facts on how 
ideas get across to people. The facts, developed by 
Columbia University’s Bureau of Applied Social Re- 


search, indicated that: 


a. IDEAS (INFLUENCES) DON’T ALWAYS 
PERCOLATE DOWN from bankers, preachers, ty- 
coons and community big-shots, and certainly not 


near as much as commonly believed. Rather ... 


6b. MOST IDEAS MOVE HORIZONTALLY. 
Each economic and occupational group has its 
own opinion leaders. Farmers are more apt to get 
their ideas from other farmers, wage-earners from 


other wage-earners, etc. 


BUT MOST IMPORTANT -— these new facts fur- 
ther indicated that advertisers can reach these 
people—these opinion leaders—reach them through 


one kind of medium above all others. 


Remember, these were tentative findings — still to be 
checked — but, asked if they wanted more, the 750 ad 
men agreed that specific information about brands and 
products, if real and concrete enough, could well be a 
bench mark from which to chart a whole new angle on 


advertising and selling! 


sec AN ANNOUNCEMENT! 


Under a major social research grant by TRUE STORY, Columbia 
University’s Bureau of Applied Social Research has for 18 months 
been digging deep and big into the whole field of how people get 
ideas and how you can influence them. Dr. Paul F. Lazarsfeld and 
Dr. C. Wright Mills have asked two million questions, piled up 
a fund of information on some 10,000 punch cards. Right now 
tabulating machines are grinding out the first grist of facts. 


Now the light of scientific knowledge is producing new facts long 
needed in advertising and market research on how ideas are made 


and communicated . .. consumer product ideas, ideas on fashion 
and looks, motion picture likes and dislikes, as well as ideas about 
politics. 


WHEN WILL THE FINDINGS BE READY ? 


Some time this spring! And it’s not too early now to register with 
your nearest TRUE STORY office to be among the first to see 
the distilled and usable report. Advertising offices in New York, 
Chicago, Boston, and San Francisco. 
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Gillette Names Gross 


Boone Gross, former president 
and general sales manager of 
Gooderham & Worts Ltd., Detroit, 
has been appointed general sales 
manager of Gillette Safety Razor 
Company, Boston. 


Greene Named A.M. 


G. Bob Greene has been ap- 
pointed advertising manager of 
Chicago Show Printing Company 
and its industrial and consumer 
products division, Mystik Adhesive 
Products. 


BBDO to Handle 
United Drug’s 


Retail Account 


Los Angeles, Feb. 14.—United 
Drug Company’s appointment of 
Batten, Barton, Durstine & Osborn 
to handle the retail part of its 
account (AA, Feb. 11) represents 
an effort to get more help on its 
expanding advertising problems, 
Thomas H. Lane, advertising di- 
rector, told ADVERTISING AGE. 


The bulk of the company’s 
“commissionable” advertising, he 
explained, continues with N. W. 
Ayer & Son. 

Of a total expenditure of about 
$4,000,000 in 1946, it is estimated 
that $1,500,000 will go for the 
Jimmie Durante-Garry Moore 
show on CBS and $400,000 in mag- 
azines— both through Ayer, and 
$1,000,000 for newspaper advertis- 
ing for United’s Liggett and Owl 
drug stores, which is placed direct. 

The spot radio part of the ac- 
count, being placed through BBDO, 
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is said now to represent only 
about $100,000 a year, but this 
may be expanded. BBDO will 
work with the Liggett and Owl 
stores. 


Byer Advanced 


Clem H. Byer, manager of the 
display advertising department of 
the Cincinnati Times - Star, has 
been promoted to the newly cre- 
ated post of assistant business 
manager, effective March 1. As 
yet, his successor has not been 
named. 


Blowing your own horn is all right if the tune is sweet. And for 


national advertisers, FARM JOURNAL’S immense circulation is music, 


indeed. In the top half counties where over 81% of the country’s 


farm cash income is, Farm JOURNAL has more than 80% of its two 


and one-half million subscribers. And an extra note—FARM JOURNAL 


out-circulates any other farm magazine by 500,000 ...a lead 


that’s concentrated in the top half high-income Counties. 


Farm Journal WORLD'S LARGEST RURAL MAGAZINE 


GRAHAM 


PATTERSON, 


Publisher e 


PHILADELPHIA 5&5 


— ae 


Flowers-by-Wire 
Service Extended 
Throughout Wor'd 


Detroit, Feb. 14.—Plans to ey. 
tend flowergs-by-wire serv ¢, 
around the world and create a) 
international corporation unde 
Michigan law to operate the ney 
enterprise stood formally approve; 
today by the Florists Telegrap) 
Delivery Association. 

The association’s board of dj. 
rectors, consisting of representa. 
tive florists of the United State; 
and Canada, has given its ap. 
proval to global expansion of the 
typically American — enterprise. 
Proposed articles of incorporation 
and bylaws of the new interna- 
tional service—tentatively named 
“World-Wide Flowers, Inc.”—have 
been approved by directors and 
corporation papers are to be filed 
in Lansing within a few weeks. 


Magazine Ads Planned 


Initial promotion of the world- 
wide flower service is scheduled t 
break next June and July wit! 
full-page, four-color § advertise- 
ments in Collier’s, Look, The Sat- 
urday Evening Post and Time, 
Grant Advertising, Inc., is the 
agency. 

When operations get under way, 
flower service from domesti 
points to foreign countries in a 
matter of hours will be directec 
from three central clearing houses 
located in Zurich, Switzerland 


| London and Detroit—the present 


clearing house for the United 
States, Canada and Mexico. 
Final details of the global serv- 
ice are to be settled at a meeting 
in London between American 
British and European directors of 
the organizations. The men named 
to represent the U. S. sponsors of 
the plan include W. F. Holbrow 
of Boston; Charles I. Kent, Cleve- 
land, and A. H. Serveau of San 
Francisco. W. E. Joy, Columbus, 
Ga., who is president of the asso- 
ciation, was named ex-officio mem- 
ber of the international board. 


Follow U. S. Pattern 


“The method of speeding orders 
and deliveries around the world 
will be based on the familiar 
American pattern developed and 
perfected here in recent years,” 
Mr. Joy pointed out. “During the 
past 12 months alone, U. S. florists 
executed more than 5,000,000 ex- 
change orders, including thou- 
sands from our armed forces over- 
seas, proving the practicability of 
this postwar expansion of our 
service to give it worldwide 
scope.” 

The association’s general man- 
ager, J. M. Besemer, and Victor 
Scote, Winnipeg florist, recently 
returned from an extensive trip 
abroad where they laid the ground- 
work for the plan. 


Lawmakers Squelch 


Virginia Ad Plans 


Proposed use of $200,000 of Vir- 
ginia state highway funds for state 
advertising and publicity during 
the next two years has been 
stricken from the general appro- 
priation bill. The provision was 
included in the budget recor- 
mendations of ex-Gov. Colgate \V. 
Darden Jr. 
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*Every manufacturer with shortages has his own for- 
; mula for rationing output. But they usually end up by 
ie, giving most of the goods to the dealers who make most 
men of the sales—which means the Big City dealers .. . If 
issue you want your advertising to give this same priority to 
— your key outlets, put it in “This Week”, the Big City 
— Magazine that blankets the 23 markets where America 


spends 63/ of every retail dollar. 
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Effects of Flour 
Edict Spreading 
Across Industry 


Brewers, Spaghetti 
Makers Join Ranks 
of the Bedeviled 


Chicago, Feb. 13.—Makers of 
macaroni, spaghetti and noodles, 
along with flour makers, brewers, 
bakers and others, are sweating it 
out this week waiting for the ac- 
tual wording of the grain conser- 
vation order promised so abruptly 
last week by President Truman 
(AA, Feb. 11). 

Unless unlooked-for exemption 
is granted to the macaroni makers, 
most of them will halt production 
entirely from March 1 until the 
order is lifted, no matter when 


that might be. 

Particularly hard hit in this 
group would be Kraft Foods Com- 
pany, whose Kraft Dinner, largely 
composed of macaroni, is the larg- 
est selling macaroni item in the 
nation. With almost no backlog 
now of the special hard-grain 
wheat used for macaroni produc- 
tion, Kraft would be unable to 
supply the dinner package after 
this month at anywhere near the 
quality advertised—as, for an un- 
lucky example, in an insertion to 
appear in The American Weekly 
in about two weeks. 


Hits Incipient Boom 

The macaroni industry has 
boomed during the war. Its lead- 
ers have hoped that the taste ac- 
quired for macaroni, spaghetti and 
noodle dishes will carry over. They 
say now that what they gained in 
acceptance during the war will 
be lost if they start selling prod- 
ucts based on inferior grades of 
the special durum wheat they use. 
Most feel that less will be lost, 
in the long run, if production is 
stopped entirely now, and strong 


promotion drives later on rein- 
state demand for their products. 

Meanwhile, brewers (who, like 
distillers, use practically no wheat 
but who will be seriously affected 
because of diversion of corn and 
barley to feed purposes), are uni- 
formly gloomy. Their state of 
mind is exemplified by the fact 
that most expect production to 
drop a minimum of 30% from 
present levels if the order goes 
through. 


Brewers Hold Their Heads 


If the drop is severe, brewers 
say it will mean the greatest 
drouth since prohibition, because 
the order is supposed to be based 
on 1940 production, the second 
poorest beer year since 1936. 

Last year brewers sold 80 mil- 
lion barrels of beer, whereas in 
1940 the figure was 51% million 
barrels. They had expected to sell 
between 82 and 85 million barrels 
this year. A 30% cut from 1945 
levels would mean only 56,000,000 
barrels of production for this year. 

Since so many breweries have 
a relatively small volume, and a 
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substantial decline in their quota 
may mean losses instead of profits, 
a movement is gaining headway to 
allocate quotas on a sliding scale, 
with the big brewers taking the 
brunt of the cut, and the smaller 
producers being hit somewhat 
more gently. 

Most brewers profess to be sit- 
ting tight for the present on their 
advertising plans, although Blatz 
has already sent out a number of 
cancellations, and others are in- 
evitable if the order comes 
through, since almost all brewery 
appropriations are based on a per- 
case or a per-barrel relationship. 


Millers’ Worries Increase 


Millers’ blood pressure contin- 
ued to rise during the week, too, 
as that industry descended on 
Washington in force, with the ob- 
ject of easing the order in one 
way or another, but met with in- 
different success. As rumors flew 
thick and fast, General Mills de- 
nied reports that it would drop at 
least one network show as quickly 
as possible, but confirmed the re- 
port that all local promotional 


Labor-Management 
in a Drug Store 


Most retail drug stores operate with 
limited personnel, and because of 


you,” 
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In order to handle the increasing vol- 
ume of reader requests for special 
data, books, posters, etc., we an- 


nounce the creation of a new editorial 


service department with George A. 


ON THE PHARMACY FRONT: 
Progress Report, Amino Acids and Hormones 
Will This Become A Model Law? New York State suggests these 
amendments to existing laws to regulate sale of barbiturates 76 
The Oath of Maimonides. Further comments on the man who 
made the cover of this issue possible. 
The War Against Disease. Dr. Vannevar Bush reports to the 
President on the wartime advances in medical science 96 
Pin Worms. An important and growing medical problem 


ON THE BUSINESS FRONT: 


Pharmacy Section, Show 
Professional Products, beginning on 


- ‘ 


merican 


Bender as Service Director. He was 
formerly editor of NARD Journal 


and comes to American Druggist 
5S. Dept. of Com- 
merce. As Service Director he will 
direct and correlate special editorial 
services to our readers, i.e., the an- 
nual Blue Book of prices and prod- 
ucts, the annual Market Data Book 
and the Market Service Department. 


direct from the U 


People Like to Look at Pictures 


Ever see a page of pictures that didn’t stop you? At least one or two 
photos of a group have some stop-look-read-the-caption appeal, 
and that’s why this issue contains a new embellishment on an old 
department. The well read People and Events department this month 
starts off with a spread of nine pictures that mean something to re- 
tailers and the rest of the industry. From now on out, it will be People 
and Events in pictures, as well as in words. 


THE BUSINESS MAGAZINE OF EDITORIAL VITALITY 


sees awe canis Pe 


Globe, Professional Pharmacy Forum, 


HIGHLIGHTS FROM THE FEBRUARY ISSUE 


AMERICAN DRUGGIST, 572 MADISON AVENUE, NEW YORK 22, N. Y. 


activities which have not already 
been started have been put on the 
shelf until the situation clears. Fe. 
portedly, the most spectacuiay 
local campaign affected is an n. 
tense full-page drive scheduled ‘o; 
Houston next month, where a new 
technique was to be tried out ip 
an attempt to shoot General Mills 
flour from third to first place ip 
consumer favor. 

General Mills’ Betty Crocke, 
staff has been working four s:x. 
hour shifts since last Friday ce. 
veloping baking and recipe data 
on the new flour, and much of 
the company’s radio commercia| 
time will undoubtedly be devoted 
to revealing the results of this 
baking orgy when and if “dark 
flour” is introduced. 


SOME BREWERS PLAN 
TO REDUCE CAMPAIGNS 

New York, Feb. 14.—Acme 
Breweries Corporation, San Fran- 
cisco, will “materially reduce 1946 
advertising,” as a result of the 
government’s grain restrictions, 
ADVERTISING AGE was told by an 
executive of Brisacher, Van Nor- 
den & Staff, agency on the ac- 
count. 

F. & M. Schaefer Brewing Com- 
pany, Brooklyn, is reported dis- 
continuing a three-a-week pro- 
gram on WEAF, New York, 
through Batten, Barton, Durstine 
& Osborn. Schaefer pointed out, 
however, that this decision was 
not due to the grain shortage and 
that it is not reducing its adver- 
tising budget this year. 

Edwin B. Self, advertising man- 
ager of Joseph Schlitz Brewing 
Company, Milwaukee, said that 
“we have no means of ascertain- 
ing whether or to what extent (the 
grain restrictions) will affect our 
business.” 

Pabst and Ballantine are Con- 
tinuing network programs, and 
Ruppert, Schaefer and Ballantine 
among others, are now engaged 
in large-scale newspaper cCam- 
paigns. 


WGAR Gets 50,000 Watts 

Station WGAR, Cleveland, last 
week received a conditional grant 
from the FCC for increase in 
power to 50,000 watts, on its pres- 
ent frequency of 1220 ke. The 
condition applies to the applica- 
tion by WDAC, Akron, for the 
same frequency and power, sched- 
uled for future hearing by the 
commission. New equipment and 
a new transmitter building for 
WGAR are expected to cost. $400,- 
000. 


Opens St. Louis Office 

Time plans to open a_ branch 
office in St. Louis Feb. 20 with 
Charles L. Holt, who joined the 
publication in 1936, in charge as 
St. Louis advertising manager. 
Col. Holt returned to the U. S. for 
discharge last November after 29 
months overseas, and rejoined 
Time Feb. 1. 


Mills Appoints Shay 


Grant F. Shay, former assistan! 
advertising manager of Mills In- 
dustries, Inc., has been appointed 
Cirector of advertising for Mills 
Novelty Company, Chicago. 


Electromaster Appoints 
R. Russell Brown, district man- 
ager of Electromaster, Inc., De- 


|troit, for the past 11 years, ha: 


been appointed director of ds5- 
tribution. 


The preferred sourc: 
of daily business new 
for management men i: 
the nation’s greates 

industrial area- 
the Central West 
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In New York and Chicago 


MAJOR\ADVERTISERS INCREASE THE PENETRATION 

OF THEIR NATIONAL MAGAZINE ADVERTISING \ 
AND RADIO. BROADCASTING WITH 

4-COLOR ADVERTISING \PAGES IN ; 


Watch the pretty cover girls on the Satur- 
day Home Magazine set the pace for the 
*‘smart set” in these two big glamour 
cities. There’s also Mary Martensen, a 
domestic gal who knows how to add a 
dash of modernism to the vitamins and 
nourishment of diet demands. And every 
issue contains “big name” features by 
people like Faith Baldwin, James J. 
Walker and Thyra Samter Winslow * * * 
Thrills, Adventure, Laughs, Loves and 
Tears are on every program —in every 
issue — of the Comic Pictorial with such 
great all-star comic features as “Popeye,” 
“Polly and Her Pals,” “King of the Royal 
Mounted,” “Buck Rogers,” “Tarzan,” 


and “Mickey Mouse.” 


\ 
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State Enforcement 
of Price Act Held 
‘Open Question’ 


Bruce's Juices Seeks 
Rehearing of Supreme 
Court Decision 


| fs 

Washington, Feb. 13—The 
unique situation caused by the 
absence of Justice Robert H. 
Jackson, U. S. prosecutor at the 
trial of Nazi war criminals, cast 
some doubt on the finality of a 
Supreme Court ruling this week 
which seemingly excuses state 
courts from the responsibility of 
enforcing the Robinson-Patman 
price discrimination act. 

Without specifying its impres- 
sions, the court divided evenly on 
an appeal from the Florida Su- 


va Ls dhe on oe 


preme Court, which had ruled out 
a Robinson-Patman Act defense 
entered by Bruce’s Juices, Inc., 
Tampa, in resisting efforts of the 
American Can Company to collect 
$114,000, the unpaid balance on 
$2,000,000 worth of business. 

By dividing, the court sustained 
the ruling of the Florida court, 
in essence that the Robinson-Pat- 
man Act “prescribes its own reme- 
dies’”—a triple damage action in 
federal court, or punitive action 
by the Justice Department or FTC. 


Says Question Undecided 


While this is seemingly the re- 
sult of the Supreme Court split, 
Thurman Arnold, attorney for 
Bruce, points out that there has 
been no indication which issues 
caused the court to split. Because 
there may have been technical 
considerations, Mr. Arnold con- 
siders that the issue of state en- 
forcement of the Robinson-Pat- 
man Act remains unsettled. 

Unless the states accept re- 
sponsibility for enforcing the law, 
as they enforce the Sherman Act 


and other anti-trust statutes, small 
business men are virtually de- 
prived of the protection from price 
discrimination that Congress has 
provided, Bruce contended. 
“Unless the small merchant may 
refuse to pay for the goods as 
long as the price made to him 
remains unlawful,” the Floridian 
argues, “he is in effect denied the 
chance for business survival.” 


Might Ruin Business 


While the way may remain open 
for triple damage suits in the fed- 
eral courts, the small business man 
would find himself compelled in 
the state courts to comply with 
discriminatory pricing arrange- 
ments which could conceivably de- 
stroy him before federal remedies 
brought relief, Mr. Arnold argued. 
He also pointed out that it is often 
difficult to establish a measure of 
damages. 

At least two factors contribute 
to the uncertainty following the 
split ruling: 

1. Return of the ninth justice 
to the bench might easily result 
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in a new finding; 

2. Technical difficulties arising 
from the original hearings in the 
case may have influenced the 
thinking of some of the justices. 


Will Ask Rehearing 


Since there was no decision, and 
no opinions written, Mr. Arnold 
said, Bruce will ask a rehearing 
upon the return of Justice Jack- 
son. “The court ought to decide 
the case,” Mr. Arnold said. “As 
things stand, there is no indication 
what points it divided on or what 
the law is.” 

In refusing to pay the bill, Bruce 
argued that the court should look 
at the “cumulative discount” sys- 
tem used by American Can, which, 
Bruce contended, allowed national 
brand packers to obtain discrim- 
inatory prices in no way related 
to the actual cost of selling cans 
to their plants. 

While there was some discus- 
sion of the American Can pricing 
system in the Florida courts, Bruce 
contended that the final Florida 
Supreme Court decision did not 


NEW INSPIRATION 


in the ITEM’s Religious Pages 


Reprinted from The Item 
of October 27, 1945 


act of kindness..." 


"Your highly laudatory editorial 
has given my friends and myself 
a great deal of pleasure. | am 
most thankful for this generous 


—from a 
Catholic Priest 


of New Orleans church members... 


Bringing SPIRITUAL MESSAGES from 


church leaders... reporting the good works 


Reprinted from the Item 
of October 6, 1945 
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"...1 wish to write you, as 
Bishop of Louisiana, to express 
my personal thanks, as well as 
those of all the Church in Louisi- 
ana, for your very great help...” 
—from an 

Episcopal Bishop 


Church Notebook 


Members of the Eucharistic 


“Many friends have commented 

on the lovely story you wrote 

about our church. | wanted you 

to know how much it was ap- 
preciated.” 

—from a 

Presbyterian Minister 


t |Mid-C -City Baptists Do Work Themselves In Building Churc 
paptisis Lh 


Members Built It——— 


Guild Repairs Toys 
For Christmas Gifts |: 


— 
By Mary Frances Putman fe —~ 
Mission Guild are do- A 
ea — R re recondyty 


"...1 appreciate the service 
which the Item is rendering in 
the publication of church news. 
It has had a salutary effect upon 
the policies of other newspapers.”’ 


Churches ng Church 
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—from a 
Baptist Minister 
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Your New 
Selling Force 


in New Orleans 


\ 


SAWYER-FERGUS 


ut 


NEW ORLEANS 


Ralph Nicholson, Owner and Publisher 


READER ACCEPTANCE: Largest Evening Circulation in Louisiana 
(92% concentrated in the New Orleans market—growing steadily) 
ADVERTISING ACCEPTANCE: Nearly 10,000,000 lines carried in 1945 


ON-WALKER CO., NATIONAL REPRESENTATIVES 


take into account a full investica. Hi} 
tion of these prices. | 

According to Bruce, the cumu. 
lative system of discounts used by & 
American Can “tends to impair § 
or even destroy, independent, loca) # 
competition in every area,” and i; & 
“a direct invitation, indeed a4 
compulsion, toward the merger of 
independent local ‘canners into 
one or more combinations or their 
absorption by corporations which 
sell on a nationwide scale.” 


Moskovics Tells 
CF AC Color Video 


Here, Sets Soon 


Chicago, Feb. 14.—George Mos. 
kovics, commercial manager of 
CBS television and of WCBW, its 
television experimental station in 
New York, told the Chicago Fed- 
erated Advertising Club today 
that high frequency color televi- 
sion is not only here, but that 
many manufacturers have been 
licensed to make receivers under 
its patents. 

General Electric is one of the 
major organizations now consider- 
ing plans for production of color 
television sets, and Philharmonic, 
a smaller company, is also in the 
field. The royalties required for 
manufacture are modest, ranging 
from % of 1% to a maximum of 
1% on higher-priced sets. On a 
$100 set, the manufacturer would 
pay a royalty to CBS of only 25 
cents. 

G-E is making some “pilot 
models” for display and demon- 
stration purposes only, with no 
actual plans completed for com- 
mercial color receivers. CBS is 
now using two models the network 
itself designed and _ constructed. 
G-E officials add that work On 
black - and- white receivers has 
been progressing further than on 
color ones. 

Mr. Moskovics said that higher 
per thousand costs of television 
advertising will be more than off- 
set by the increased sales impact, 
and urged advertisers and agencies 
to do their experimenting now, 
so as to be on the ground floor 
when commercial television is ac- 
tually here. 


Ohio Board Schedules 


Hearing on Liquor Ads 


The Ohio State Board of Liquor 
Control will hold a hearing in 
Columbus Feb. 25 on censorship 
of liquor advertising, including the 
question of whether pictures of 
women and children should be 
banned. The board announced, 
and then abandoned, a plan last 
fall to make submission of adver- 
tising copy mandatory before it 
couid be used in the state. Mrs. 
Maude McQuate, chairman, said 
the board would seek the views 
of media and agency representa- 
tives, as well as business paper 
executives, before taking further 
action. 


>sNORRISTOWN 


From the national 
advertiser’s point of | 
view, this Norris- 
town market might 
be an Island. There 
are proven reasons. 
First . . . our people 
have civic pride and 

prefer their OWN local stores. 


That ‘Selling Norristown is an 


Insice Job’? is shown by the fact 


that Philadelphia Department 
Stores use the Times Herald to 
the tune of over 500,000 lines 
yearly. 


An island? You bet! If all 3 
Philadelphia papers were used, less 
than 25% of Norristown and its 
ABC city zone could be reached. 


Represented Nationally by 
The JULIUS MATHEWS SPECIAL AGEN ’Y 
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L AGEN ’Y 


It gives me the feeling 
b' ing well informed in an 
Sl :sed way on all major sub-— 
Ct. touching the world today." 


Amber Jordan 
‘€ of H. W. Jordan, Pres. 
'N. YLVANIA RUBBER CO. 


More and more women are regularly read- 
ing The United States News. 


They are the type of women who are 
leaders in their communities — women 
important to quality advertisers. 


For example: 


52% are active in Civic and Welfare 
Organizations. 


72% are Club members. 


The total readership of The United States 
News among women is very large. Accord- 
ing to the latest count it amounted to 


361,000 


Automobiles, House Furnishings, Radios, Travel—all important 


family purchases are influenced to a large extent by women. 


(200,000 GUARANTEE) 


The Direct Route to 
those who O. K. both 


corporate and family buying 
* 


Daniel W. Ashley 
l“ice President in Charge of Advertising 
30 Rockefeller Plaza, New York 20, N.Y. 


Read by LOOO O00 men & women Consumers ap 
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His pictures of uranium mining are the third important chapter of the history of 
atomic-fission that Science Photographer Fritz Goro has recorded for LIFE 
readers. He was on hand that fateful day in 1989 when scientists, working with 
the cyclotron at Columbia University, succeeded in splitting the U-235 atom. Six 
years later the first atomic bomb was exploded in New Mexico. And Fritz Goro 
accompanied the first group of photographers permitted to visit the spot to bring 
to LIFE readers his scientific camera story of the devastation the bomb wrought. 


Unearthing) 


LIFE Photographer Fritz Goro and Editor Dennis Flana- 
gan traveled 6000 miles to bring LIFE’s readers the 
first published picture-and-text story of the mining of 
pitchblende, source of uranium. 


Largest uranium deposit in this hemisphere is the 
Eldorado mine at Port Radium, on the shore of Can- 
ada’s huge Great Bear Lake. This winter, five months 
after the first atomic bomb exploded, Goro and Flanagan 
set out for this mine, 23 miles below the Arctic Circle, 
to get the story of the stuff on which man’s destiny 
depends. 


Permission to cover the Eldorado mine was given only 
after months of negotiation. Travel was tough, even 
by plane. Halfway there, flight was possible only in 
the scant two hours of daylight. And the type of plane 
had to be changed several times to meet increasingly 
severe weather conditions. Finally, a ski plane brought 
Goro and Flanagan on their final stage into Port Ra- 
dium. 


There, working in the Arctic twilight, at 40° below zero, 
LIFE’s reporters covered the story of the mine and the 
men that produce uranium. Photographer Goro had to 


Location of Eldorado mine is so remote that its discovery in 1930 was a near-mira le 
of prospecting. First spotted by air in these barren wastes of Canada’s Northw*! 
Territories, its promising formations were finally reached after 80 miles of walki 
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4 hot story af 40 below zero 


work with a completely delubricated camera. It was so 
cold that once he burned his nose painfully on accidental 
contact with a metal part of the camera. 


Such painstaking research and effort to bring its 
readers the significant facts of scientific developments 
is just one reason why each issue of LIFE is so eagerly 
read from cover to cover by more than 22,000,000 of the 
world’s best-informed people, week after week. This is 
the largest weekly magazine audience ever known. 


4 


During the long, dim winter, bags of pitchblende concentrate are piled at the lake shore 
to wait for summer. Then barges carry ore 1400 miles to the nearest Canadian rail- 


head, and it is finally delivered to the refinery at Port Hope, Ontario, 3000 miles away. 


es 


e 


The 1300-foot shaft of the Eldorado stems out into more than six miles of tun- 
nels. Here Fritz Goro photographed miners deep underground, handling the wet, 
black muck from which the concentrated ore is refined. Ore veins run horizontally. 


itz Goro made this picture at high noon, just as the pale-yellow Arctic sun 
ibs above the horizon to give less than two hours of light for picture taking. 
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The National Association of 
Manufacturers has started a new 
advertising campaign, replacing 
the one which was rather hastily 
withdrawn last year after it met 
the approval of practically no one. 

UnfortunatelLy, the first ad, 
under the heading “Let’s Take 
Stock Now,” seems to be more of 
what has come to be known as 
“the same old NAM stuff.” While 
it probably mirrors the fretfulness 
of members over the difficulties 
which plague them now, it fails to 
exhibit any basic recognition of 
the underlying problems. 

Particularly is this true of the 
suggestion that price control on 
manufactured goods be discarded, 
presumably immediately and all 
at once, because “price ceilings 
limit production and goods just 
don’t get made.” 

There can be no doubt of the 
fact that price ceilings can act as 
a deterrent on production, and 
that when they are inequitable 
they can not only deter but abso- 
lutely prevent production. But a 
sudden and complete erasure of 
the price control machinery now, 
when every sort of goods and 
service is in desperately short de- 
mand, would result in chaos. 

Orderly production and market- 
ing processes would be impossible, 
and the country’s distribution ma- 
chinery would suffer seriously. But 
what is more important, sudden 


Fast Talking on the Grain Front 


If there has been any protest 
over the objectives of the Presi- 
dent’s plan to supply more vitally 
needed foodstuffs to Europe, we 


have not heard them. The protests | 


we have heard, and which were 
mirrored in the comprehensive re- 
ports in these columns last week 
of industry reaction to the Presi- 
dent’s announcement, have dealt 
with the methods adopted for im- 
plementing the program. 

Milling interests are apparently 
unanimous in asking that estab- 
lished methods of milling flour, 
which have mirrored public tastes 
and won public favor over a long 
period of years, be undisturbed. 
Instead, they have asked that pro- 
duction of their products be lim- 


ited in volume, if necessary, to 
permit more grain to be sent 
abroad. Until a few days ago, 


there was hope that Secretary of 
Agriculture Anderson, generally 
recognized as a “sound farmer,” 


would agree with this contention, 


Let's Take Stock Again 


and complete removal of price 
controls would loose the floods of 
inflation, and bring in their wake 
a labor and public unrest which 
would make current unrest look 
like the conventional “sweet dream 
of peace.” 

The necessity for maintaining 
some sort of effective control on 
the price mechanism, however, 
does not mean that we must go 
on squeezing producers and dis- 
tributors between immovable price 
levels and irresistible increases in 
labor and material costs. It does 
mean that government must recog- 
nie the absolute affinity between 
costs and prices, and must bend its 
price line where necessary, to re- 
tain a semblance of normal balance. 

Having started down the path 
of controlled prices, it seems clear 
that we must continue on that path 
until something more nearly ap- 
roaching a balance between goods 
and wants is reached. But it also 
seems clear that we shall never 
approach such a balance unless the 
government quickly puts into 
practice a realistic administration 
of price and labor controls, in 
which greatly increased labor and 
material costs are reflected in rea- 
sonably higher selling prices. 

It is much too early to tell, but 
we hope the current shakeup of 
Washington administrative agen- 
cies marks the launching of such a 
realistic course. 


but these hopes were dashed when 
the Secretary dismissed voluntary 
reduction plans with a _ rather 
gratuitous assertion that volun- 
tary action could not be depended 
upon. 


Flour is milled white because 


millers, whose business it is to sell | 
to the public, have discovered that | 
the public wants pure white flour, | 
and resists the purchase of any 
other kind. Now, willy-nilly, mil- 
lers are faced with the prospect 
of not being allowed to make what 
the public has so clearly indicated 
it wants, and instead, of producing 
a product which the great majority 
of the public has demonstrated | 
that it does not want. 

The manner in which this action 
was taken by the onamada| 
demonstrates again, and graphic- 
ally, how easily the economic 
applecart can be upset when de- 
cisions affecting large groups are 
made hastily, and without a clear 
concept of all the ramifications. 
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—Tom Hudson, in Collier’s 


Question of Semantics 

Maybe if we read the adver- 
tisements in our own publication 
rather than others, your Ad-libber 
might derive some amusement 
both for himself and you. For in- 
stance, Bill Maloney, of BBDO, 
points out to us an Eye*Catcher 
ad on page 34 of our Feb. 4 issue. 
The ad shows pretty Jackie Cope- 
land in a sweater amid branches 
of cherry blossoms, well, anyway, 
flowers. Mr. Maloney points out 
that the copy reads “Therefore, 
work fast ...or your ad’s a bust.” 
What he wants to know, he says, 
is, “Well is it or isn’t it, or should 
it or shouldn’t it be—a bust!” 


Help Wanted 


Some weeks ago Fred Lackens, 
ad manager of the Hays Corpora- 
tion, Michigan City, Ind., sent us 
a want ad from the local paper 
that we think deserves some men- 
tion as an excellent bit of copy- 
writing in a difficult field. We 
don’t know what kind of results it 
got, but it read like this: 


WANTED—A pleasant woman, mid- 
dle-aged, and free of domestic responsi- 
bilities to apply her knowledge and 
help to the task of operating our home 


in the eamfortable manner to which we L 


are accustomed. We are not expecting 
to hire a mule, so that my wife can sit 
in an easy chair and watch her work. 
The lady of our house is quite capable 
and humble enough to do her share, 
but she does need help. We have two 
children who are no better or no worse 
than the average, and I can personally 


guarantee their good behavior, with 
word or rod. For the woman who 
|answers these qualifications we can 
provide her with money, a private room 
and bath, and all the respect, comfort 
|and security of a member of our fam- 


ily, thru health and illness, not only for 
life but forever! 


Steel Names 

To many, the results of a sur- 
vey of public opinion on the steel 
business, made by The Iron Age 
and printed in that paper’s annual 
review number, will be rather 
startling. 


personality in the steel business, it 
seems, since 13% of those asked 
“Which one person in the steel in-| 
dustry do you think of first?” | 
mentioned his name, while only | 
5% mentioned Charles Schwab) 
and 4% named Henry Kaiser. | 
Only 2% mentioned Eugene Grace, | 
president of Bethlehem, and 62% 
couldn’t think of a single indi- 
vidual to mention. 

U. S. Steel, frequently described 
as the largest corporation in the 
world, was best known in the in- 
dustry, but not too well known at 
that, getting the votes of only 23% 
of the respondents, while Bethle- 
hem did surprisingly well with 
22%. All of which makes it seem 
as though the steel industry still 
has something of a public relations 
job to perform. 

On the future of steel, rather in- 
teresting answers were obtained 
in the study, conducted by Ben- 
son & Benson, Princeton, N. J. For 
instance: About 40% expect other 
materials to tend to replace steel, 
with plastics given the nod by 19% 
and aluminum by 11%. However, 
about 60% still prefer automobile 
bodies and frames made from| 
steel, 

More than half the women in- | 
terviewed prefer cast iron for fry- 
ing pans, but 60% prefer glass for 
baking utensils, and 20% prefer 
aluminum. About 60% prefer 
aluminum for pots, 13% want! 
stainless steel and 10% like porce- | 
lain enamel. 

While 33% of those queried said | 
steel companies made more money | 
than they should have out of war, | 
an equal number thought their) 
profits were reasonable, and about 
the same number had no opinion. | 


Jottings | 

Booklets for public distribution, | 
explaining how news gets into! 
newspapers, are becoming more 
common. New Orleans Item has 


since dead, is still the best known | has also produced one... 


The following documents may 
be secured without charge from 


companies sponsoring them, or 
through ADVERTISING AGE, by any 
national advertiser or advertising 
agency executive writing on jis 
business letterhead. Address Ap- 
VERTISING AGE, 100 E. Ohio St, 
Chicago 11, Ill. 


No. 2613. In the Community’s 
Service. 

Station WHEC, Rochester, N. Y.,, 
has issued this booklet, which 
points out the enormity of the 
task of planning a well-balanced 
18-hour-a-day schedule, and pro- 
ceeds with a description of a 
variety of programs that are ren- 
dering practical, intellectual or in- 
spirational service to western New 
York listeners. 


No. 2614. Drug Route List. 

The Atlanta Journal Offers 
something new in route lists in 
this streamlined version, which 
covers 207 Atlanta drug stores, in- 
cluding 168 independents, 38 
chains and six wholesale drug 
companies. The data include such 
details as how many stores carry 
tobacco; maintain soda fountains; 
branch post offices, lending li- 
braries, etc. 


No. 2582. Unlocking the Power 
of the Universe. 

The Knoxville News - Sentinel 
has issued this folder, which re- 
ports, particularly, on the Oak 
Ridge Project to show how the 
business indexes of Knoxville 
have skyrocketed in the past two 
years due to the spending power 
of the 75,000 inhabitans of the 
atomic power center. Other pic- 
tures and figures in the folder de- 
scribe the industrial prosperity 
brought to the area by the TVA, 
and the city’s standing as a tour- 
ist center. 


No. 2585. Who Reads Harper's 
Magazine? 

This report, issued by Harper's 
Magazine, shows a cross section 
of the magazine’s subscribers— 
what kind of people they are from 
the standpoint of income levels 
and occupations. The study also 
indicates what influence Harper's 
has on its readers with relation to 
other publications in the same 
general field. 


No. 2608. 1946-1948 Building, Res- 
idential—Commercial—Farm. 
American Builder has_ issued 
this 34-page booklet, which de- 
scribes the building industry °s 
it normally exists and points oul 
what factors will change normal 
practices and to what extent. 
Tables, charts and text provice 
estimates of sales potentials in 
residential, commercial and farm 
construction 1946-1948. 


a+ 


No. 2568. Where Is Your Bigg«: 
Market? 

“Your biggest market,” familics 
with children, is discussed in t! 's 
miniature booklet,. issued by P\ 
ents’ Magazine. The materi 
starts with a picture graph wh 
pigeonholes the five basic m*™- 
kets and indicates their relati © 


‘importance as consuming unis 


The following pages go into © 
tail on each group, showing w! 
percentage of all buyers and w! 
percentages of population th : 
represent, and the yearly avera 
of their expenditures. 


No. 2609. Best Residential Arevs. 

Detroit’s residential areas 4 
laid out in this map, which 
Supplement No. 1 to the Detr 
Free Press Marketing Map of t 


OoOcrnmn O 


Andrew Carnegie, long| one, and Minneapolis Star-Journal| Detroit Area. Best, above average 


average and below are identifie | 
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Open Industrial 
Surveys Enlarged 


Measurement Bureau. 
Other clients added in the past 
six months are The Best Foods, 


charge of technical development 
for the Bureau of Census, handling 
the BMB and other radio activi- 


hattan Soap Company; Pillsbury 
Mills; Procer & Gamble and Wil- 
son & Co. 
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tinue to present news every hour 
on the hour as supplied by the 
New York Times. 


|Inc., Derby Foods, General Foods| ties; Anthony Dipietro and Les I Video Glo: Gl 
. . Corporation, Quaker Oats Company | Strom. ssues viaeo ossary 
New Chicago Site and Swift & Co. Personnel addi- Other Companies Handled WOXR Drops All News As a service to present and 
Chicago, Feb. 15.—With six new| tions include Curtis Rogers and| In addition to the new clients,| Effective April 5, WQXR, New |‘ Potential” television advertisers, 
clients and corresponding addi-| Fremont J. Knittle, vice-presi-|the company has American Mo-| York, will discontinue news com- |@8encies, stations, engineers and 
fons to its staff, Industrial Sur-| ents, and John Forshew, in the| lasses Company; Armour & Co.;/mentary programs, both sustaining | Production personnel, NBC has 


published a 64-page cartoon-illus- 


its n : |New York office. In Chicago the istol- . -|and commercial, handling “con- t 

ie f Y @ veys Company, one of the largest h dded Joh a d sin a Comers; Cneeee troversial issues” through forum | trated booklet, “Television Talk,” 
€ itm § in iependently operated commer-| Ciecneniions } . —_ , odes, | Products; Foote, Cone & Belding;| qi ccucssions in which conflicting | defining 250 commonly-used video 
em, or @ ici research organizations, has| Vice-President in charge of pro-|General Mills; International Cel-| joints. of view are broadcast.|terms. As new words develop in 


by any I ..+. lense four 4 27 N.| duction; Richard D. Scales, head 
ust ae : noe oe ‘lof client service; Fred Willis; 


ertising @ })... 
Dearborn St. : * 
lis industrial Surveys Company| Everett Kimball, formerly in 


lucotton Products Company; S. C.| affected by the new policy are | the new medium, they will be in- 
Johnson & Son; Libby, McNeill &/Lisa Sergio, Denis Plimmer and|cluded in succeeding editions of 
Libby; McCann - Erickson; Man- Algernon Black. WQXR will con-| the glossary. 


+ D- # conducts continuous marketing! 
oe surveys to measure the consump- 
tion of foods, drugs and household 
nunity’s Products, using the panel tech- 
nique, and in addition conducts 
N.Y continued listening, reading and ; 
” ahi oh fy coverage studies in the radio, 
of th newspaper and magazine fields. 
hr First unit of the company to 
at ero occupy its new quarters will be 
Pe ‘. the radio research division. This} 
re ren. jg Wit has recently been greatly ex-| . 
® aes hae panded to handle major phases of : 
~ sl radio station coverage for one of si 
its new clients, NAB’s Broadcast ie 
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elati END FOR COMPLIMENTARY COPY 
uni OUND ecomtaar Frankly, we think the gentlemen of American Atom are carrying things 
> Si a bit too far. It’s true they get more business news (and business 
1 wl &6 advertising) from this magazine than any other. It’s also true they 
ti use it hard and often. But it hardly built the factory for them. It 
— just helped, as illustrated by that old axiom: 
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G. the Story of Your Product 
before the 17,000 Buyers 


who will receive 


The American Lumberman Annual 


REFERENCE NUMBER 
and Directory of Products 
to be published APRIL 13 


Reserve Your Space Now 


American Sumberman 


Published Every Other Saturday 
139 NORTH CLARK STREET, CHICAGO 2, ILL. 


Druggists Combat 
Supermarts’ Entry 
Into Drug Sales 


New York, Feb. 13.—The Na- 
tional Association of Retail Drug- 
gists, in a broadside mailed to 50,- 
000 independent drug retailers, has 
warned that “you are face to face 
with the postwar prospect of hav- 
ing to contest against super-service 
gasoline filling stations and auto- 
accessory shops stocked with drug 
store items backed up by the 
colossal financial and promotional 
resources of giant oil and rubber 
corporations!” 

Promising to “accept the chal- 
lenge of this crucial postwar emer- 
gency,” the NARD told druggists 
that “your veteran enemies are 
getting bolder and more danger- 
ous.” 

“Take the grocery-chain field 


Advertising Age, February 18, 146 


alone,’ NARD said, “and the 
supermarket division within it. 
Twelve years ago today there 
wasn’t a supermarket in the 
United States. Today there are 
10,000. Next year there will be 
13,000. 
them are now, or by next year will 
be, selling drugs and cosmetics 
to your customers.” 


Self-Service Sales 


NARD pointed out that drug 
sales in supermarkets will be 
largely self-service at a lower 
overhead and probably with 
greater discounts than will be 
available to druggists. ‘“‘“More than 
$120,000,000 in drug item sales 
that should ring a tune On your 
cash registers are going to be 
grabbed by grocery supermarkets 
in 1946,” the broadside said. 

At the same time the NARD, in 
its Journal, reported that David T. 
Bofinger, vice-president of The 
Great Atlantic & Pacific Tea Com- 
pany, had stated that A&P stores 
would not enter the drug field 
“unless we are forced to.” The 


eX TSS Sa 
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EWSPAPER 


by air. 


earth. 


40 hours from anywhere... 


The great central market of 
America soon will be the air hub 
of the globe . . . its goods going 
on winged carriers, its visitors 
flying from all corners of the 


As the permanency of Chicago’s 
commercial and industrial 
leadership in so many fields is 
enhanced by the modern expan- 
sion of air transportation, so will 
Chicago’s leading newspaper in 
the evening field continue to mir- 
ror the progress and stability of 
this great city, through millions 
of regular, steady readers. 


EVENING 
AND SUNDAY 


More than two-thirds of| 


, Journal article stated, however. 
| that A&P may be forced to. 


Buy Groceries, Too 


Mr. Bofinger was quoted as siy. 
ing that “our people see our Ciis- 
tomers going into supermark-ts 
| to buy drugs and staying there t 
buy groceries.” 

“One supermarket author ty 
representing a $23,000,000 busi- 
ness” was quoted as planning 
$1,500,000 worth of drug business 
/ in 1946 exclusively through sale 
(of 125 nationally advertised diug 
_ items. Food Fair Stores, Inc, 
| Philadelphia, is reported to have 
a schedule of drug sales in 154 


embracing $5,000,000 in drug 
items. 
Big Bear Supermarkets, Inc, 


Columbus, O., will also carry drug 
items, the Journal reported. The 
supermarket industry, according 
to this report, plans a $400,000,000 
building and expansion program 
The broadside promised that 
“not only will the NARD Journal 
keep you informed of the tactics 
and plans of your foes, it will tell 
you how to combat and defeat 
them!” A spokesman for NARD 
told ADVERTISING AGE that the as- 
sociation is not yet ready to an- 
nounce specific plans for the drug- 
gists to combat the supermarkets’ 
“invasion,” but said that such 
plans are being formulated. 


Nunn to Speak Before 
Inland Daily Press 


Wesley I. Nunn, advertising 
|manager of Standard Oil Com- 
|pany (Indiana), will discuss “The 
|Economic Value of Advertising” 
| before a luncheon meeting, Feb 
| 19, of the Inland Daily Press As- 
| sociation’s 62nd mid - winter con- 
|vention at the Congress Hotel, 
| Chicago. 
| On Wednesday, Feb. 20, Lord 
| Halifax, British ambassador to the 
|United States, will be guest 
Speaker at a luncheon meeting. 
|Paul Kellogg, general manager of 
| the Newsprint Association of Can- 
jada, will discuss newsprint con- 
|ditions at the group’s Tuesday 
|/morning session. 


Adds Three to Staff 


Lyman C. Taylor, recently re- 
leased from the AAF and before 
that with the advertising depart- 
;ment of the Bendix products di- 
| vision, has been appointed junior 
| account executive of Carter, Jones 
|& Taylor, South Bend. Edward P. 
| Wurtzebach, recently released 
from the Navy, and Charles G 
Hohman have joined the agency 
|as production manager and media 
director, respectively. 


BS Print it in 
| . the West — 


nes ae 


| \ FOR WESTERN | 


Flying us the copy, layouts, mats 


or plates saves time and money 
when you have anything to print 
on newsprint . . . black, color or 
process colors . . . fast, modern 
rotary presses. Our capacity is 
limited only by temporary paper 
restrictions. Samples and prices 
on request. 


Rodgers & 
McDonald 


Publishers, Inc. 
Rotary Printing Specialists 
2621 W. 54th Street 
Los Angeles 43, Calif. 
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29,729 requests came ‘in during 1945. for trade literature or further 
information about new equipment as featured in the “EQUIPMENT 
DIGEST” of THE OIL AND GAS JOURNAL. 


, Lord 
‘to the 

guest 
eeting. 
ager of 
yf Can- 
it con- 
‘uesday 


Response from readers during the first full year of operation of the 

“DIGEST” has been so great that a full time EQUIPMENT EDITOR, 

Mr. J. L. Cahill, has been appointed. Mr. Cahill is a well qualified 

mechanical engineer whose sole interest will be to follow equipment 

developments and report to “JOURNAL” readers through the pages of 
“EQUIPMENT DIGEST.” 

cts di- 


Yes ... The Oil and Gas Journal’s “EQUIPMENT DIGEST” has proved 
i a good producer because it furnishes authentic information on new 


tly re- 
before 
depart- 


wid equipment to an industry that by its very nature demands the best and 
pc latest in equipment developments. 


| media 
Tabulated returns of “EQUIPMENT DIGEST” for 1945 show requests 
from... 


2,763 Superintendents 
12,131 Engineers 

1,813 Foremen 

1,337 Technologists 

4,461 Executives 

1,309 Chemists 

1,305 Geologists 

4,610 Others 


TOTAL 29,729 
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Cummings Reveals. 
Plan for Imports 


at Grocer Meeting 


GF's Gibson Asks 
for High Quality 


in Frozen Foods 


Atlantic City, N. J., Feb. 12.— 
Nathan Cummings, president of 
Consolidated Grocers Corporation, 
Chicago, revealed at the annual 
meeting of the National Associa- 
tion of Retail Grocers here recently 
that he has begun negotiations 
with the United Kingdom for an 
exchange of food products. 

He asserted that, while in Eng- 
land last fall, he agreed “to take 
food stuffs of Empire origin in 
exchange” for various U. S. foods 
that may be in ample supply “and 
was prepared to give one year’s 
credit in the exchange of the 
goods.” The first items to reach 
the U. S. through the exchange, 
Mr. Cummings stated, will be 
British fish products, followed by 
confectionery and cookie items. 

This exchange was the only ar- 
rangement of its kind which the 
head of the giant grocery whole- 
sale firm was able to make on his 
trip to Europe. Mr. Cummings 
emphasized that rumors of giant 
surpluses of various types of foods 
in several European countries are 
entirely erroneous, although food 
is plentiful in Sweden. Food 
stocks are so low overseas, he as- 
serted, that America’s own econ- 
omy is likely to be badly affected 
unless our exports and loans are 
kept at a high level. 


Lower Tariffs Needed 


“We must plan on expansion,” 
he asserted. “Expansion of trade 
will depend on lower tariffs. We 
need more reciprocal treaties and 
fewer Hawley-Smoot bills. 

“We, as food men, must look 
upon America as the food basket 
of the world... One of the great 
needs to help the rehabilitation of 
the European countries is agricul- 
tural machinery. Some of you 
may think that we ought to run 
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our own show, and let the rest 
of the world take care of itself. 
This kind of isolationism leads to 
economic chaos... 

“What does all of this mean 
to us in the wholesale food dis- 
tributing industry? I maintain that 
we will not revert to prewar liv- 
ing standards. Wholesale grocers 
will sell more and more of better 
quality foods. Surpluses will find 
export markets.” 

Packers and _ distributors of 
frozen foods must build “for the 
long haul by establishing a repu- 


tation for quality items—and by 
doggedly keeping up that quality, 
and improving upon it,’ Edwin T. 
| Gibson, vice-president of General 
Foods Corporation, emphasized. 


Push Quality Control 


Mr. Gibson, in charge of Birds 
Eye-Snider frozen food operations, 
pointed out that the $100,000,000- 
a-year frozen foods industry “is 
jeopardized today by the fellow 
who puts on the market quick- 
| frozen foods which the housewife 
|discovers are not quality items.” 


pos Eo 
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The American people, he empha- 
sized, have learned that quality is 
the best buy. 

“It is our job,’ Mr. Gibson 
added, “individually as manufac- 
turers, and collectively as mem- 
bers of a new industry, to push 
quality control to the highest point 
of efficiency in our own organiza- 
tions, and help others to see the 
profitable wisdom of it.” 

He said that nearly a tenth 
of the nation’s 400,000 retail out- 
lets are selling frozen foods, with 
as many and more looking for 


facilities to do so. He added thx 
300 freezing firms packed 60( - 
000,000 pounds of these foods lest 
year, 


Asks End of OPA 


John E. Jaeger, Baltimore, pres - 
dent of NARGUS, speaking at tiie 
convention here of the Nation.) 
American Wholesale Grocers A:- 
sociation, called for action “to pr >- 
vent renewal of the Price Contr )| 
Act when it expires on June 3). 
1946.” 

Mr. Jaeger contended that the 
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sh cost of OPA operation very 
nearly cancels any savings it may 

ve effected for the public 

‘ough price control. Adding 
¢°90,000,000 paid out in dairy sub- 

ies and $560,000,000 in meat 

»sidies to the $149,000,000 spent 
a rectly by the OPA, he asserted 

it price control had cost nearly 
¢) 5 billion, as against one or two 
billion allegedly saved. 


One important way in which 


» holesalers can help retailers, Mr. 
Jaeger said, is the “doing away 
with the quantity discounts to the 


larger operators.” Such discounts 
work a definite hardship on 
smaller operators, he pointed out. 


Join Rogers & Smith 


Jack Dice, formerly with H. W. 
Kastor & Sons Advertising Com- 
pany; Batten, Barton, Durstine & 
Osborn, and Irving A. Allen, has 
joined the Chicago office of Rogers 
& Smith as copywriter. William J. 
Grover, formerly art director of 
Goldman & Gross, has been named 
art director of the Chicago office. 


Buys Ad Material 


Robert D. Franklin has been ap- 
pointed manager of the textiles, 
cotton, advertising and paper 
products department of the B. F. 
Goodrich purchasing division, suc- 
ceeding M. N. Twyman. 


Anderson to Haire 


Harry V. Anderson, publisher 
of Interior Design before joining 
the Army, has joined the adver- 
tising staff of Home Furnishings 
Merchandising, New York, a Haire 
publication. 


Hill Gets Matlux 


Matlux Company, Long Island 
City, N. Y., maker of fluorescent 
lighting fixtures, has placed its 
account with Hill Advertising, 
Inc., New York. Business paper 
advertising will start soon, to be 
followed by national magazines. 


Meade Appointed 


E. P. Meade, Statler Office build- 
ing, Boston, has been appointed 
New England advertising repre- 
sentative of Production Engineer- 
ing & Management, Detroit. 
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Chef Boy-Ar-Dee 
Moves AHF Sales; 
Over $50,000,000 


New York, Feb. 13.— With the 
recent addition of Chef Boy-Ar- 
Dee Quality Foods, Inc., as its fifth 
food division, American Home 
Foods, Inc., will reach a sales 
total during 1946 of more than 
$50,000,000, H. W. Roden, presi- 
dent, reports. The company, lo- 
cated at Milton, Pa., was acquired 
by AHF for 57,000 capital shares 
of American Home Products Cor- 
poration stock worth about $6,- 
000,000 at current value. 

McJunkin Advertising Com- 
pany, Chicago, will continue to 
handle the Chef Boy-Ar-Dee ac- 
count under the new setup, and 
advertising for its spaghetti din- 
ners, ravioli and sauces, will con- 
tinue as in 1945 in magazines and 
newspapers. Sales and advertis- 
ing headquarters will be moved 
from Cleveland to New York. 

Hector Boiardi remains’ as 
president. Mr. Roden will be 
chairman of the executive com- 
mittee, and E. J. Fitzpatrick, vice- 
president of AHF, will be chief 
operational officer at the Milton 
manufacturing headquarters. 


Offers Export Book 


Dr. Francis M. Botelho, head of 
Dr. Botelho’s Translation Office, 
1829 Chestnut St., Philadelphia 3, 
has written a treatise on the prep- 
aration of export literature which 
he is offering without charge to 
agencies and printing establish- 
ments. 


Tested Sales to Seidel 


Seidel Advertising Agency, New 
York, has been appointed to handle 
the advertising of Tested Sales 
Producers, publisher of direct mail 
material. A national trade cam- 


paign is planned. 


MICHIGAN'S 


UPPER PENINSULA 


“K STATE WITHIN A STATE’ 


Securing distribution and sales is 
simple and easy in Michigan's 
Upper Peninsula. 


For instance on a food item — 4 
Upper Peninsula jobbers can han- 
dle the distribution for 90°, of 


this excellent market. 


$840 will pay for a 3,000 line ad- 
vertising schedule in 


THE "BIG 5" GROUP 


| consisting of the 


ESCANABA PRESS 
IRON MOUNTAIN NEWS 
HOUGHTON 
MINING GAZETTE 


MARQUETTE 
MINING JOURNAL 


SAULT STE. MARIE NEWS 


These papers can sell your product 
in this profitable market at mini- 
mum expense. Let us supply you 
with detailed information. Phone 
or write 


‘SCHEERER & CO. 


i 1, New York 17, 
Lexi 


35 E. Wacker =” ngton Ave. 


me 
| Amber of the American Association of 


Newspaper Representatives 
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CBS Sees Color 
Video in 1947; 
RCA Says 5 Years 


New York, Feb. 12.— A some- 
what bewildered public should be 
wondering if it will see color tele- 
vision this year, next year, or 
not till 1951, following the CBS 
demonstrations and statement that 
its color video at ultra-high fre- 
quencies will be available early 
in 1946, and RCA reiterating its 
opinion that “color television will 
not be practicable for at least five 
more years.” 

CBS says it “has surmounted 
all the major obstacles in the de- 
velopment of ultra-high frequency 
color television for home _ use,” 


and that “if the industry will put 
its combined effort behind color 
television now, manufacturers can 
begin producing equipment during 
the fall of 1946 for a full-fledged 
commercial television inaugural 
early next year.” 

On the other hand, E. W. Eng- 
strom, vice-president in charge 
of research of the RCA Labora- 
tories division, said that, although 
RCA has already demonstrated its 
black - and - white, all - electronic 
television system as “ready for 
the home,” color television “is one 
of the advances that belongs in the 
future.” 


Lacks Too Much 


“At the present,” he continued, 
“the state of advancement of color 
television may be likened to that 
of black-and-white television in 


the early 1930s. It lacks too much, 
in fact, to be acceptable to the 
public.” 

CBS officials offered as evidence 
of such rapid progress in color 
video the fact that the major por- 
tion of the equipment used in cur- 
rent demonstrations to the press 
and industry was developed, con- 
structed and installed by a com- 
paratively small segment of the 
industry in the few months since 
V-J Day. The network asserted its 
belief that “color may represent 
the critical factor, not only in 
selling advertisers on television, 
but what is far more important— 
in selling television to the public. 
It may, in short, represent the 
entire differential between suc- 
cess and failure in this new me- 
dium.” 


9 out of 10 


NEW YORK ADULTS RIDE 
THE NEW YORK SUBWAYS 


COVERAGE: 89% of adults ride 
EXPOSURE: 23 minutes per ride 
REPETITION: 26 rides a month 


COLOR: All you want 


... this is subway advertising! 


NEW YORK SUBWAYS Advertising Company, Inc. 


aan te anni en - 2 ain pone 


Member of NATA 


630 Fifth Ave., New York 20, N.Y. 


- OX - uN 


NYSA 


410 N. Michigan Ave., Chicago 11, Ill. 
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Leonard Hole, manager of CBS 
television operations, has been ap- 
pointed to the newly-created post 
of director of CBS television plans 
division, and will devote his time 
to the further development and 
demonstration of the network’s 
full-color video technique. 

First inter-city television pro- 
gram between Washington and 
New York was held today with 
WCBW, CBS video outlet and 
WNBT, NBC’s New York tele- 
vision station, combining to bring 
New York viewers the Lincoln’s 
birthday ceremonies in Washing- 
ton. DuMont will handle the 
Washington end of the telecast, 
to be sent over coaxial cable to 
New York. 


Two Join Studios 


W. W. Duelren, previously con- 
nected with advertising agencies 
in Chicago, Cincinnati and Mil- 
waukee, has been named studio 
director and illustrator by Frank 
H. Bercker Studios, Milwaukee ad- 
vertising art firm. John T. Steinke, 
released by the Army air forces, 
also has joined the studios. 


Lesser Forms Agency; 
Names Accounts 


Gerald Lesser, formerly wih 
Irwin Vladimir & Co., New Yor. 
has opened his own agency, Ge -- 
ald Lesser, Inc., with offices «n 
the 78th floor of the Empire Stze'e 
building, New York. Frances Flan- 
nery, formerly of Federal Adve-- 
tising Agency, and  Gertruce 
Linker, previously with Peck A:\- 
vertising Agency, have been a)- 
pointed production manager and 
space buyer, respectively. 

Accounts to be handled by the 
new agency are: David E. Ken- 
nedy, Inc.; Extended Surface ai- 
vision of David E. Kennedy: 
Zephyr American Corporation; 
Newell, Orr & Walsh, and a new 
national liquor advertiser to he 
announced later. 


Reinboldt Advanced 


Charles A. Reinboldt Jr., who 
joined American Central Mfe. 
Company, Connersville, Ind., five 
months ago to handle sales promo- 
tion, has been named advertising 
and sales promotion manager of 
the company, which makes sinks, 
cabinets and other kitchen equip- 
ment. 


Shakespeares 
of 


advertising 


Word wizards who attract attention, 


rouse desire, and compel action . . . win our admiration, 


(We hired one to write these ads.) But 


we stick to our own specialty: 


Turning out the finest offset printing in the land. 


That’s wizardry enough for us. So give us 


your selling words and telling pictures 


and we'll wrap them up for delivery to prospects 


in a printed package matched to their quality. 


Call C.M.&H. Offset Printing Co. 


63 WEST GRAND AVENUE, CHICAGO 10 
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30,000,000 young Americans — eight to twenty years old — are a mass market 
you can’t afford to ignore. Three out of four of these folks have definite brand 


preferences. Their favorite reading is Comic Magazines. 


Don’t take our word for it — We only imagined it was true, but Stewart Brown 
& Associates proved it. They conducted a coast-to-coast survey, sampling by U. S. 
(ensus groups (not Comic Magazine circulation) — they interviewed over 5,000 
young Americans (away from home and parents’ influence) — they discovered that 
(aree out of four of these young people, reading Comic Magazines and the brand 

ivertising they find there, know what they want. They spend millions of dollars 


year — and they influence their parents’ spending of millions more! 


idvertisers whose products are outstandingly popular with a// America have con- 


istently advertised to young America. 
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Call or write and ask to see “Brand Preferences of Young 
America,” a study of mass-selling products in 26 large 
classifications — bicycles to breakfast foods — based on 
over 5,000 personal interviews, uninfluenced by parents, 
in 41 urban areas coast to coast, prepared for the National 
Comics Group by Stewart Brown & Associates. 


Qk tr seo this Murrey nou) 


THE NATIONAL COMICS GROUP 


Action Comics Batman Funny Stuff 
Adventure Comics Boy Commandos Green Lantern 
All American Comics Buzzy leading Comics Superman 

All Flash Comics Comic Cavalcade More Fun Comics Wonder Woman Pa 
All Funny Comics Detective Comics Mutt and Jeff World's Finest Comics 5 

All Star Comics Flash Comics Real Fact Comics 

Animal Antics Funny Folk Real Screen Comics 


Sensation Comics 
Star Spangled Comics 


The National Comics Group is currently comprised of 26 
outstanding comic magazines which carry the Superman 
DC symbol on their covers as identification of the best in 
comic reading. 


Represented Nationally By i 
RICHARD A. FELDON & CO., INC. Ba 
205 E. 42nd St., New York City 3 
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Leaves West-Holliday 


Tom J. Hoehn, since 1942 on the 
sales staff in Chicago of the West- 
Holliday Company, newspaper rep- 
resentative, has resigned to join 
the Medical Protective Company 
in Chicago in an executive ca- 
pacity. 


Joins Allis-Chalmers 
Kenneth W. Haagensen has been 


appointed director of public rela- 
tions of Allis-Chalmers Mfg. Com- 


pany, Milwaukee. He formerly 
was manager of the postwar plan- 
ning division of the Milwaukee 
Association of Commerce. 


Gets Smithfield Ham 


Advertising of Smithfield Ham 
& Products Company has been 
placed with Lamb, Smith & Keen, 
Philadelphia. Daniel Wettlin Jr., 
who serviced the account in his 
own agency before the war, is ac- 
count executive. 
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PRINTING 


There are a large number of concerns that 
render one type of service and do it well... 


* THE FAITHORN CORPORATION, 
however, renders THREE DISTINCT TYPES 


of service—ad-setting, engraving and 
printing—and does them ALL equally 
well—with less effort and less cost. 


FAITHORN CORPORATION 


400 N. RUSH STREET + CHICAGO 11 
Telephone WHIitehall 2300 


Apparel Makers’ 
‘All-Wisconsin’ 
Drive Mapped 


Milwaukee, Feb. 12.—Trade pub- 
lication and direct mail advertis- 
ing are being planned by the Wis- 
consin Apparel Manufacturers’ 
Association, a new group organ- 
ized in an attempt to establish 
Wisconsin as a major apparel 
center and to tell buyers about 
the quality items being made by 
more than 200 firms in this state. 

Elected to head the new organ- 
ization at its first meeting here last 
week were Edward Gerhardy, 
Hansen Glove Corporation, chair- 
man; R. H. Lippincott, Holeproof 
Hosiery Company, president; 
Stanley Herlin, Ripon Knitting 
Works, vice-president; Edward 
Guiterman, Monarch Mfg. Com- 
pany, secretary-treasurer, and Dar 
Vriesman, executive director. 

The meeting was addressed by 
Ernest Olrich, president of Mun- 
singerwear, Inc., Minneapolis, who 
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told of the success of a similar or- 
ganization, the Twin Cities Ap- 
parel Association, which he said 
has raised $100,000 to advertise 
Minnesota’s apparel firms and 
which conducts buyers’ shows 
twice a year. 


Two Shows a Year 


Dar Vriesman, executive direc- 
tor of the association, said Wis- 
consin ranks near the top in pro- 
duction of wearing apparel and 
that in volume of business the 
industry “runs far ahead of brew- 
ing and cheesemaking.” 

The group plans to hold the 
first “all-Wisconsin” apparel show 
in June and invitations will be 
sent to 10,000 apparel buyers 
throughout the nation, Mr. Vries- 
man said. It contemplates two 
apparel shows each year, one in 
spring and one in the fall. Among 
future plans are the _ establish- 
ment of a permanent apparel mart 
in the downtown area here for the 
convenience of manufacturers and 
buyers, and a market research 
service for buyers and members. 


Joins Purdy Products 
Erwin Bemis, formerly associate 

editor of “Building Service Er). 

ployes,” AFL magazine, has ben 


named advertising manager  >f 
Purdy Products Company, M)!- 
waukee, manufacturer of s0a)s 


and chemical products for d.- 
mestic, industrial and institution.] 
use, 


DuMont Boosts Alexander 

M. J. Alexander, advertising 
manager of Allen B. DuMont Lal - 
oratories, New York, has added the 
duties of publicity director for the 
television broadcasting division, 
David O. Alber Associates has 
been retained as public relations 
counsel for this division. 


Cairns Incorporates 


John A. Cairns & Co., New York 
agency, a partnership since its 
formation in 1939, has incorpo- 
rated. Officers are: President, John 
A. Cairns; executive vice-presi- 
dent, Joseph H. Smith; secretary 
and treasurer, A. Fisher, and vice- 
presidents, W. A. Bartel, J. C. 
Cumming and John N. Jackson. 


For more sales power... 


Outdoor Life 


———DAY AND NIGHT SERVICE— 


| THE MOST POWERFUL MAGAZINE . . 


First chotce of discriminating sportamen 


353 FOURTH AVENUE - NEW YORK 
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BROCHURE ON MODERN ADVERTISING TECHNOLOGY — 
Let it show you how AEC’s Industrial Advertising Department a 
can engineer better sales results as your . «+ —— 
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‘technical consultants on industrial advertising” 


AEC’s new 36-page illus- 
trated brochure tells the story 
of a comprehensive, custom- 
created technical advertising 
service that covers every 


phase of performance in- 
volved in preparing and pro- 
ducing effective media for 
ADVERTISING THAT. SELLS! 


Whatever your product — 
aeronautical, electronic, me- 


chanical, electrical, chemical, 
plastic, structural, marine, etc. 
—AEC’s facilities and abilities 
are available to you. This 
new brochure shows how this 
service is SPECIALIZED to suit 
YOUR NEEDS. 


AEC's Industrial Advertising De- 
partment does not act as an ad- 
vertising agency. It does not place 
ads or sell space but acts as ‘‘tech- 
nical consultants on industrial ad- 


vertising’’ working with agencies See: 
or through them with their clients, “s "er 
or, where advisable, directly with i 
the manufacturer. ae 


ADVERTISING AND SALES EXECU- 
TIVES ... you con get this new 36 a 
page illustrated brochure by writ- 
ing on your company stationery to: 


“OL@ASSOCIATED ELECTRONICS COMPANY — 
732 Nassau Street, New York 7, N.Y. + Beekman 3-3972 
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Coffee Bureau Ads 
to Run in Comics, 


. = Z 

Magazines in “46 

New York, Feb. 12.—Coffee pro- 
motion built around the slogan, 
“Coffee, the all-occasion beverage 
for all Americans,” will use maga- 
zines and newspaper comic sec- 
tions in 1946 with an appropria- 
tion expected to reach $600,000 to 


$700,000, according to the joint 
promotion committee of the Pan- 
American Coffee Bureau and the 
National Coffee Association. 
Advertising for both hot and 
iced coffee will appear in Ameri- 
can Magazine, The American 
Weekly, Collier’s, Country Gentle- 
man, Farm Journal, Life, Look and 
The Saturday Evening Post. The 
iced coffee comic campaign will 


run during June, July and Au-| 
gust in Puck—the Comic Weekly, 


SAN DIEGO is justifying the prediction as the big 
city most likely to retain wartime gains in population. 
Current U. S. Census Bureau figures show 609,171 
county population, including 193,296 military. 


Best reached with one “best buy” 


There is nothing complicated about advertising to 
this concentrated population. You don’t have to 
weaken your advertising message by dividing your 
budget into a split schedule! Just one order. . . to 
the San Diego Union and Tribune-Sun buys satura- 


tion circulation! 


Daily Circulation 
Union and Tribune-Sun 
140,000 


Sunday Union 102,000 


REPRESENTED NATIONALLY 


BY WEST-HOLLIDAY CO., Inc. 


New York « Chicago « Denver « Seattle 


Portiand « San Francisco e Los Angeles 


TRIBUNE - SUN 


Union-Tribune Publishing Co. 
San Diego 1, California 


Metropolitan Group comics and 
approximately 70 newspapers. 

Business papers, radio and com- 
mercial films are also under con- 
sideration. 

The promotion committee , ad- 
vertising budget is based on a tax- 
per-bag of coffee shipped, which 
averages between three and four 
cents a bag. J. M. Mathes, Inc., 
is the agency. 


Promotes New Mattress 


Introducing the Aeromatic mat- 
tress, Hartford Mattress Company, 
Hartford, Conn., is using newspa- 
per space to feature the ‘Mattress 
of Tomorrow,” with a guarantee 
that the purchaser can have it con- 
verted at company expense into 
the conventional type of inner- 
spring mattress within One year 
after purchase if dissatisfied with 
the product. 


Lovitt Named 


House of Ireland, Inc., maker of 
perfumes, cosmetics and toiletries 
for both men and women, has 
placed its account with Sydney S. 


MERCHANDISE DISPLAYS WITH 


BEAUTY, FUNCTION AND FORCE 


Lovitt Company, Chicago. 


Gray & Rogers 
Named to Promote 
Swedish Crystal 


Philadelphia, Feb. 13.—Although 
adequate stocks of its hand-blown 
crystal in the United States may 
not be built up until this summer, 
Orrefors Glass Works of Sweden 
has appointed Gray & Rogers, 
Philadelphia agency, to spread the 
fame of its tableware, stemware 
and decorative ornaments. 

Promotion will be aimed at con- 
sumers via national class maga- 
zines, and business paper advertis- 
ing also is planned. 

Nils Johansson, general man- 
ager of the company, revealed in 
New York recently that Fisher 
Bruce & Co. will represent Orre- 
fors in all states east of Kansas 
City and that Arel Zacho will con- 
tinue as West Coast representative, 
covering the remaining 20% of the 
national territory. 

The company plans to market 
engraved, cut and hand - shaped 
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crystal, individually designed and 
produced, at retail prices rangi:ig 
from $1 to more than $1,000. New 
York and Philadelphia showroor.\s 
are to be redesigned to give ad-- 
quate display to the entire Orr»- 
fors line. 


Promotes Popcorn 


An extended newspaper and 
radio campaign in selected ma:- 
kets for Mrs. Klein’s French fried 
popcorn has been launched 
through Malcolm Howard Adve: - 
tising Agency, Chicago. 


State Plans Drive 


The advertising division of the 
North Carolina State Department 
of Conservation plans to spend 
about $20,000 this year to print 
booklets advertising the state, 
particularly to tourists. 


Campbell Joins Store 


Willard H. Campbell has re- 
signed as merchandising coordi- 
nator for Textron, Inc., to become 
sales promotion manager of Sibley, 
Lindsay & Curr, Rochester, N. Y., 
department store. 


- ‘ 


IS VOLUME CIRCULATION 
ALWAYS THE 
IMPORTANT 

FACTOR ? 


Ask your GRIT Rep. 


4 a good 


six 


add 


I'm one of the “Big Six” and 
can be tempted as easily 
as the other five. But, if 


you use only a big volume 


schedule of urban publications, 


five of your markets get 
coverage while one of the 


markets (Small Town 


j America) is undercovered. 


For Small Town Market coverage, 


GRIT, the only national 


publication to put more than 75% of 
its circulation into towns under 


2500 population. 


Ask the GRIT representative 


to show you the story of the 
“Big Six’’ Markets. 


Point-of-Purchase Displays “powered by” 
Display Guild accelerate sales through the 
use of good mechanics and design. Merchan- 
dise displays are expertly planned and 
fabricated and include metal stands, cabi- 
nets, merchandisers and dispensers. Let us 
help you plan your post-war displays now. 


= 
wy 


\ SMALL TOWN AMERICA’S GREATEST FAMILY WEEKLY 
with more than 550,000 circulation 


Designers and Fabricators of Metal, Plastic Wud Dp Cae, Mofo = ues Eh 83.36% SINGLE COPY SALES @ 7c PER COPY + BALANCE SUBSCRIPTIONS @ $2.50 PER YEAR 
—_ 
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Bendix Aviation 
Patent Decree 
Ends Federal Suit 


Newark, Feb. 14.—A consent de- 
eree settling the government’s| 
anti-trust suit against Bendix 
Aviation Corporation, South Bend, 
Ind., involving 286 patents in the 
aircraft accessories and instrument 


} industry, was signed yesterday in 


federal court here. 

Under the decree, Bendix has 
agreed to royalty free licensing of 
competing manufacturers under 
136 patents exchanged by Bendix 
in an agreement with foreign 
manufacturers. Both domestic and 
foreign trade will be covered by 
the agreement. Another group of 
144 patents will be licensed to out- 
siders by Bendix, which is to col- 
lect “reasonable royalties.” 

Simultaneous with announce- 
ment of the settlement, Bendix 
issued a statement pointing out 
that the federal government had 
not charged it with fixing prices 
in the field. It denied flatly that 
it had been a member of an inter- 
national cartel or that it had 
sought to divide world markets. 

The government filed suit 
against Bendix in November, 1942, 
charging violation of the Sherman 
anti-trust act and illegal interna- 
tional pacts between Bendix and 
foreign manufacturers. 


Gittinger Directs CBS 
Ads on Temporary Basis 


William C. Gittinger, vice-presi- 
dent in charge of sales of CBS, 
will supervise temporarily the net- 
work’s advertising and sales pro- 
motion until a successor is named 
to replace Paul Hollister, vice- 
president in charge of that di- 
vision. 

Mr. Hollister, resigns March 1 
from CBS to become studio rep- 
resentative in New York of RKO 
Radio Pictures, Inc. (AA. Feb. 11). 


Eureka Plans Promotion 


for Cleaning Devices 


The Eureka division of the Eu- 
reka Williams Corporation, De- 
troit, is launching a six-month 
campaign to promote the versa- 
tility of its home cleaning system 
and the varied attachable cleaning 
devices, including the power- 
driven floor waxer, and upright 
and tank-type cleaners. 

Pages in four colors will appear 
“at consistent intervals” in Col- 


¥ ‘ore key officials in Wash— 
hgcon read TIME regularly than 

any other magazine, however 
lg its circulation, 


pS The members of Congress 
vote TIME the most important 
U.S. magazine that carries 
advertising. 


S For further details write to 


TIME 


* Rockefeller Plaza, New York 20, N.Y. 


lier’s, McCall’s and The Saturday 
Evening Post, and special copy in- 
terpreting the Eureka franchise to 
dealers will appear monthly in 
Electrical Dealer, Electrical Mer- 
chandising, House Furnishings Re- 
view, National Furniture Review 
and Retailing - Home Furnishings. 
Agency is Geyer, Cornell & Ne- 
well, New York. 


Starts Travel Drive 

The Barbados Publicity Com- 
mittee, under the auspices of the 
Barbados government, has placed 
ads in newspapers and trade pub- 


lications to induce American tour- 
ists to visit the West Indies island. 
The New York office of Wendell P. 
Colton Company handles the ac- 
count. 


Two File Federal Suit 
Over Ball Pen Patents 


Charging patent infringement, 
Eversharp, Inc., and Eberhard 
Faber Corporation filed suit for 
$2,000,000 damages in federal dis- 
trict court at Los Angeles last 
week against the Ball Pen Com- 
pany, Hollywood. + 

Attorneys for the West Coast 


firm contend that any patents cov- 
ering its design have expired, and 
that ball point pens were known 
as early as 1880. Eversharp claims 
that it holds exclusive rights to 
produce and sell in this country a 
ball-pointed pen which was pat- 
ented in 1941 by Eterpen, Buenos 
Aires. 


Brown Co. Appoints 

The Brown Company, New 
York, manufacturer of purified 
cellulose, has appointed Alley & 
Richards Company, New York, to 
handle advertising. 
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How Was Your Billing This Month ? 


Mine was great. Has been for the 

past 11 years, and why shouldn’t it? 

i make production men happy with 

rapid service, quality 

work, right prices. aggre a 
PHOTOS 8x10, 5c Write for 


20x30 blow-ups, $2 


a> Price List 
Al 


PHOTO SERVICE 


155 West 46th St. 
moss: 
BRyant 9-8482 


A few nights ago, when the radio wafted several 


of those ear-splitting introductions our way, it 


set us thinking. The build-up for each star made 


us wonder whether we say enough about what 


we're offering. 


INTERNATIONAL TI-OPAKE, for instance— 
should we launch forth on what a top-notch per- 


former it is? Should we dwell on its versatility — 


how suitable for Letterpress and Offset? Or give 


details about its 


extreme opacity which allows 


both sides to take heavy printing? Should we tell 


what a fast seller it is in the field—even if we 


can’t supply the full demand right now? 


But then we realized .. . 


INTERNATIONAL 


TI-OPAKE is so much in demand that word of its 


eg ae tS 


gee is 
a. a 


CRS 


. 


Pe: 


#3 


unusual qualities surely had gotten around! Even 


without being told, people naturally expected it 


to be tops in its class—for that’s the kind of prod- 


uct they’re accustomed to getting from the world’s 


largest maker of paper. International Paper Com- 
pany, 220 East 42nd Street, New York 17, N. Y. 


INTERNATIONAL 
PAPERS Lanting 


€ 2 me 
Ante Conceling 
y 


st 2 ae TIERS ap . 2 pag 
‘ it 
— aa: + “ eee 
pa | es Ae OA bya a, 
ey | mM 
1ched hh 7 
Adve: q } —_> } 4 
3 
; 
of the 
rtment 
spend 
» print 
state, 
) | 
coordi- i Ee " ee ke ee SARE my 3 : a 
2ecome EF 1 . & : a en 
Sibley, Pee : : —| Bag * eS 
». oe ; =F Dy i . — i  6hKwWhEE . 
ee 4 bi . @ F [~~ = | Pe : , ie : . a nt 
a ; — a yas _ 4a Some, 33 : k 2s 
i - —— ADA te ee | = » ay 
| -. £84 {ae ~~ 
. Z ad Be MS OEE ew as ts jase 4 anes oe PY ‘ Bi. ae 
ca i. fie - a ~ F or cet Pe 
"9 | 1 eS al: oo COG Ve — ; ae 
j a ee 4 4 ; ‘a ~ ee od % ’ a 4 ig P G : 
ee a } be ad of —— ell — 
2 - Pile ¥ K gh sw “oy ae ot ay she a _ 
4 ee : ve Pee. ler ito ae Re ed va ie 
. a ? = | ii” ope she Wein. og - 
| . ops Sa 2. re a 
| i . | BIS } | “ Vo ao re 
if Aw ae NN Sy ES ey 
| ‘ ay Be? oe. ae : 
| Ss 84 0 ln 
- EEhEE ae ~~ ae 
P a - 2 &. oi ula ee pe Se ey es 
_ [} () 1 make a ee a Qe. ie os 
: fe i ee = @ g Be 3 . Mire icwis: 9 vi Ses Gk 33 a Me : ‘ 4 : . bes : PAS Bet as 
Face ‘ of s eo 4 a de é i : - i > ae 3 a i ae 
ne | 9 a ©. /E : t . ea fs 
ons, | i p i F 4 . & ' : a | sae i 
| . : : vas ae ae — ‘oe : ‘eesti’ : ; § ; a : - 
eo ‘ ‘ag ee ee ‘ 5 a a ‘ 
- . _ ae F ee eer 
ies . : — — , a % eee 
eS Sa eee ee tg. —— > ee ie, _— 
5: = . SS =. * yey AA mm — Pe 7 § # z age a ; 
aon . Q, VOT sh he as eC 
3 : a a . 
: oa s Pe | a SS Rc yg A, ‘ ee 
—_~ wr. va vm E 
ae 9 5 ' SA ~ Po eal eF 
MPR — sl 
Sa () | "a 
a ae) 
ns is 
f . pi ow 
eos : 
A\NENS : 
7 ee ee - 
t ( ov ‘ae 
SS ele TTT 7 
20.9. >> i — 
eps i = ee ee Se 
Bs ads | 
= as; ee ee ‘ieee 
[¢s time — — ps5 
hy 
i? nd 5 
| ee eee 
— | | Be ee 
| ee : 
iy re eee 
| ee 
L 
> ee ee 
_— 1\\Y 
8 > ee Le ee 
ria ne. SF, 4 
RLY i @2 al -——. 
ee ‘ 


SERIE 


ORE 


wre a 


ks thes 
ountry 


hey ar 
ion—to 
utomo’ 
reates 
Ame! 


Returni 
pnger Vv 
place i 
lhe mos 


ll buil 
f light 
s desir 


he re: 
abor— 
nybod 


But th 
ected 
uildin 


nd w 
ne stri 
0D see 

yer en 


8 of ] 
nd pl 
moun 
nd sin 
ave b 
meric 
ate? 1 


te ‘ ee jae : 1gere i ‘ fy Tis . 
tae, meat? Feige ee “ee % we 2g! cf Uo ae = bs Y 
iv me, ‘ 
aoe ‘ { 
; 7 4 1 a 
y - 
ie * : . a k 
—_ ‘. 
we . ia r q 
Ps oe : : , . - 
oy } : 
e a 
rh i car. d we 
ie jo L 
“sy a ie as Mee 
; ¥ 
4 i : if "ae 
. " = ~ . 7 
nie : 2 rr 
4 
a cs ¥ 
_ ’ . 
i : i 
| <_< a oe 
| ; ; . 
2 4 
/ : 
| a 
‘ 
= 
st 7 
ies nd 
i a * > cue 
i <a : Z | : x 
a me 
Meee 
Seek | | 
vad / ; 
i : , . 
i } o 
: ; 
: } ; 
| ‘ ‘ 
oe : 
a . aie 4 4 
aoe ed : 
ray Ss vee 
| ” 
/ 
=k 7 ae : 
: ; ; 
i . ! : 
; / ; 
| s " : oes se am ] 
= ss , ean = ie , y 
; 3 ed : tue? vere ere 
; 
} 
$ 
op : 3 E 3 ee as P Se eR ra eS IO a 8 A Pcie rs ein ae Seat a ree ae : aes Siice : i SRS : 28 
nyt 2 GRRE i ei oe 1s REMMI Race rropnr eee re % 4 brs oe eee tn ORS cane gee ee are eee OS ee ee SE eS i mone seal 5" mz 
a 1 pees. eae. ” er pe Ne re oe gle Ay. Ne ee. ee ee oe” ec i eee ee ‘oS D 
A at ! y en ee OL gt nn eS 1 SEI as Sree : a oa meer cpm, i a ae Sie oe Pe ee ee ee oo ae eee 4 
= : ; 3 Sse a wae } pore f oh get bs ie ) a oe é role Bee —_— “4 8 ‘ ee ee a ee. 8 ae % TE a oo % 
fhe Si Sy ¥ fo heart ig a a ee ‘i iting Sg ask OF ee na ot Seg | ee ee ee seas: ee ae se S Rca See Sits ce on er faces See eas oe Epa ee aes : gti oy 
ar a 73 / = ‘ a eee. C.J 5 a vs a he a i ae ee oo Seer aes i Fae 
az a: : NiGe Bi — ae ay et era i oe é : ee ve 7 a ea 3 hes : ee 1 
< ‘a pn a eee Se, en Pe oa Sse : % eas ik DES se poe 
a : E .- a ee ny oak Ee en n aa a Bas Pete Tee Rat * Bonen x. Te : 2 galas oe) , iia: Cae e eee : ets ate Pee , 
Be copa. Oe Be : ol Pe : ne hat ‘ar et gaat sear: eae : a : ‘ 4 ee 2 pins sah fe oe oe pe ae Re ks Be a 
7 a ee ae eC pee » bs fore ee Shy at See ae. a f ig Coe De te ee -— ee. i aS ee ne eens ca ag ‘a Sagan Bete te ee , 
ii. De ae = . eee a ee oo. Oa Pg ees  / 
eS < ko. sy ox 34 BE anne A y Se ae = a we ge 3 ie 4 Mie Mee ci Ue ee et, eae cea bogs Sa Agee eee Saas ae > Soe ee Re ee a ae aes 8 es a 
3 pore tee i “OE Ate a: ga Mi a ae ene. _ 52 Be : oT Be a ee ee eh igh sas a re ne os sees 2 a 
: ‘ aie Area poe ete ers oe See rie ese ee “ i ee ee es isda tap eee eR a 
: pa ee Sa eile ee 4 ee ee Ree ae ee i ty ee é aa? 
| “Wig - = ! Bip. gr Mia ae ee : rs : Ce me as Pa © 8 j bes ; e i , 
ue ?. x aes Pease ie “ ar: A nae a Be ne a ee Shi be ae $ z : x es. 
Rigs . ay Pe Sol SS ——— A an Sas . : ca see ae Oe Me ee ee SR ee — ; 
aoe . 2 i wet : tt, OS oe ee 7 
se =o ee i , ee # 2 S ee: . 5 | 
: $ na. # 7 ey eg “a as Oh Ahi Cae is 
; ia _—4. - > ae : . ; ae ‘ : ee Bo - é eo 
. dl i an * ‘ ‘ 3 a . ¥ a % SOR ei a % Me 2 a ee ‘ogee ae 
a ae s% il aaa, : - By Pe x ee : ie catia sat oc eee é Pe. eke z ui a | 
a i 3 nn er =e 4 = Boies es 8 fe PB eg a eh Cae sis pie: - ba Bde 7 J be o < 
a. ae Poe. Fa j ss am : : bee Se a > oso snontnety meer iionsibabiadetl estates cal i i a ” _— ae Pac i A a / 
Ces oe i al 2 eae ite cere a ee coseccocmnne aera rn remem ed ten napa ne cme tatters : ; bate ie 
=~ . « pe 6 . SE a is : aa 
p< nif j ee Sao © ee EEE a e a a coe 0 
 ¢ i % seis Oia 2s meestugcnesetonsaarsasctenosternmeatcogmntecmn eM Soy ng onan Soran tooem psec ahaa ns Teena big ne Ce ant a Sen eat naan nan on pares came es 3 eee 
= es ees Pe se eos ee oe . “ : 
= ee te a ae an ae RO a agra cM Sg ag aaa re ern Rta tte et Nm he j 
‘ ay : Ba ; aes —————— ne a ny mn NO eT i en a ate = SrememetNonte oee 90a ORO ee SO TE = Sr aan ae : 
4 4 eimu Lace Resann-r’aae.avnc- ~. nabameennron= auercoms rrcoonre nee Soomee — z Recess Rivnonlaeaptinanogg Secanyrter iercolngceaigc ocho Oe Per aie an nn ipa ncn ae cee eo eae coreg a otis so. i 
: ‘ F # 5 > Soe cesernerenanseren Uenceotsapecuneetaseeetackacnetinteeetoc tlie actnn detect » “av anon San teeeeaamecbepreneneee a angen sot 0 ere anfeeaptbeendionnctttoney a siete tines Mana q 
3 Aly, ee =i ee SS ee : ee ee ee 
% } ry . % a ess eaten set S\N. Te ere: i, mmc ee null ‘| 
rae Res ree as a > ig modiceameganicot tepeeemeateeiomeresmntenete Me. “i wren oe eae ame one mente - = i gee anerwegnin  apmuneena 
a as — * ———— + | 
Fi ek ee ee : See ——————EEEE a. (ee F" eS 
\ ee ot ee % en SSS — See ~ooe Se 
_ sa °°? oo —. ss eee a ama, a eee | ness wee ca = | aon oan a Se 
Soo a a eer, s oa : ae ~~ : eg, ee ga Ss ~* ; j ee sean a a See iy il co ; 
= Sa : prgee mS eek gee: + i SE oe 4 Sei is 
te ise : : s i. - he. : ade “ a a By: (a — “= é/ i ee 
: , “ tm. ri " ~~ e 4 eG OR’ ci 
= “4 a eons ee = <a - cient = ae aa oe os f { “fim, ae ) 
ae ae Bio ea Ze ee 4 
ee we Wee Ss ig ee ee ee ee Ce eT TT RE eg ae ee ee ee DE OE TT OT TT ee ee 3 ‘i “ 4 i 
a hers ey —_— = ety ee MT ee TIL ee Le Ene nn TT gt, nt ee RRR a | 
Sg es a Fen 3 ree egies ee Sig Re ( , $ 9 GELLER EE, SOLE TOD ‘i ees 4 
oe a ‘ | | rs 
4 eae a ee x= aa ~~ ‘ i Z % pti . 
6 Ww sy 2 F seer tantanemnnasanennseietant ee naqresneeeene age anneal 3 : i - nerecgeneies esr a ‘ 
ke. : - E Pe . , sous ° “ o paras , * : Oe - << = FF m 
7 s so on menqeneionnageene neg oH eee ESSER 2 e aes ee ee Pie : = bis 2 e : 
7 rs sai OE ; SRE SUE SERN : sci : 5 A eat digi of mec ememcernneaas : ane 4 oh ’ a “y 
et FT sen ee aan aan) RS . iiss #5. Bee = Sys Cine sick Pin caine pata SO gl ig) eRe BEE pap BR: ER ated es cage te all ~~ _* gt? 4 ‘= ae ] 
~ rane Nepean " Be ss SSS Ree a 55 cae : SS oad pies age Re eos ae ta he Z : eS oe: ee & age gn q ee ese Boe 
ee f 2 : ‘ : ae ae ‘ i ; 2 e oe ote 2 § a Sitiiey sai, ES ee 
‘ i ——————— “ ‘oe . S: ; a8 cs Bes e i ba - 3 ee . él oe oe. re Bes: 
r ——————— io ae ee. a oe <>< DwIs< 
BS = aenenengeennyneareicaren ae mea a = i: ee Ge 4 om sd ane oe ee . © f > a” 
‘ : 3 Fo eS _— _ RR tes Bee ee PE a ae ee. Pe I sg a ie OIE rs ttn ih il, MG 
, be Poon sage Sn ‘ a : Ae ee Ae oe te s ee, ee ee ee ae ye i aD : 
Fcc en aR RE NR ye & ee ‘ eee ee sag ie ae SRT ERR sf : ee REE ves ; Oe OUR EE A PON EE ME 
Cape ‘<epneaeannemnnctinanadeniesetnainiiapprmsennattimn ene ee Bi = ee i poe ae Pee & 5 eon ee RD oF ig si gee sag ca a a et Be 7 Hee ie 3 tgs 
i ra xe ssuguestasieeanennrsseetastneeestoonanaeninetasnenrtenyenr enema fi a % aa a 3 a ft d 5 = : # He Sa Be 3 E: veanecs I 
feos 4 a] _— = poe pe ae a : a, & BY Ewe pee ‘eecnerreomeamnnte 
Py ink ia Fh = ee commana: eo A TT A A fe 2 on Ss ae po See we ca 99 || ee me eee 
eM ee ®. _comtinapeennettenen cere nan amnemtneee natin = ee Ba 3 ae gains: oe: : aes bide | Ars . <a 
oe ead = — = 2 se ee fe } me . 
oe | : " — a oie i Pisses — .?. 
et oe Sa ‘ : ene : ie ce in ee. ar = ee 
ae: wy Cee eee eo J ; : a pe Bee a pe ae bw : Wie 
gaara all Be i _— = q Be ail : & . 
ty . % a 7 : ee a esa ps 4 mn 4S : : ; ee . bee 
Bs ’ ; Blinc, ie 4 a a. tc ‘ $ . —," i 4 ’ 
ae : 4 i? Se : _ oa 3 “ ee : er er hl a oe 
ABR _ <i i ary a eg ce as es ca He 5 ee 4 ats, > ee i ig P 
: ~S — e _ oo i 7 oe ee : cn +e He : 

F e , - sa bs ; Sa = Pee) 4 es ee ‘ <2 Sg P ¢ P 7) 
~—e S € ~ a hie —_ = 7 oo ae ¥ 4 hey’ 
oe 3 - 2 i by aes e ae: i ry =. Ps én : 

<6 ae a > segs _ | ee ees Bae is see * What 
- ¢@ Sec RRR weand x % aS 3 a a. _ = oi are w a - 
a a . ae * tars ; : |: = 4 toe & *” t “% AK hs. ® . = nd 
Ree a = Bs a ; 4 Be 4 ; | Bis: ce ; — .< 4 : mat 3 nd o1 
é : j ast * | ‘ = ee & ; ~ a 2 d > 
‘ poe r ay . é : : ee : ver = f ; ae ore y 
. “ ‘ : : Pe i a4 . 7 | Big 4 q ‘ 
Pang « os * , ; . ee Pm 
‘ a Pare : cs e a ‘ i . Net ee ge ee Se lar e 
ath epee i ne « a t J ae = Pe ce west 4 f; 7." ee oe Pe ey: i. «§ 
a Regeah ioe ‘iy = : ee E . — * if & A e ee % an 
- } %; ._ ee iid * “¢ on ee ” 5 : cS ee ™ af a - bi 2 = an h 
> * 7 © * 3 J >= . A ; * en. 0? a ae ae g 7 * an: 
— A - - . i “ — re . * " . — is ae: sy = er . ae a a oe Ses ut th 
= * a ™ é . - =e ws ere = Phe ‘ae f ‘ ee . aise d. te M5 : : : 4 
- 2 ell : ne ere “ a: Pee : ee : ‘ pass ed 
n i. Aa 1 hae H 3 a 7 2 4 ogee: is 5 pega 5 ae i 4 a % = 
jo wer 2 : 3 : ; - h 
8 P Tete RS So oe ee ' , esa tone wee ve ‘a ut eg 
; ee A Oe eC SS ty FAS Fo Spa? i gigi * nly f 
. > : , . oe a R ey OF sive 8 en oe cite ” "e sk : ae MIy fl 
ae, er f Pe Lie bc Ta 5 oe ~ i i, hake : Wg € 4 wag oe . oe ia es Ke Pe 2S, Br 4 , - ° 
: bs : * oe ks a ee og Lae 8 ae ae em Ke aon age Fs BS al a oe or " aS CG 1j 
j ’ : ‘ “ta” ‘ Bx ag ¥ vie gE See 4 * 43 ‘ fe 
“ees as . Cw AAT te 3 P § Pn * F J be 7 ; 
. PP ea gs x) thine PSY Ase 08 SE hE eS ' Re ee 
‘ j ns ‘ ae * . 4 <3 t. ; bey Oo” E 
= ¥* , a “ 7 - [2 “ . ) : % 
‘ wate 2 5 Peet eh oe, aks: : oat at a BA a e ar 
, “a ‘ P or we ( Me as’ t 
; ; . PF ¥ . : re S ; ess a ~ i 
; gl ; 5 eaten ake ee, Looe 2 pers ub. seee #3 ‘ ‘5 pao “4 é 4 : ques 
a 2 R - aes - ~~ 7 ¢ Sort tie . s "le Pe : i 
? 4 
cf: seg Decal ‘ ; 


| 
: | 


OREWORD: There are “‘‘older’’ business magazines in the building industry than we are. But their very age makes Practical Builder more alive, 
iore alert, more action-minded. Are we the best buy in the field? Read the facts below and see for yourself. 


As these lines are written, strikes are ravaging the 
ountry. 


hey are viewed as today’s biggest threat to reconver- 

ion—to peacetime jobs and wages and prosperity. The 

utomotive business (it is said), directly or indirectly 

reates more jobs and wages than any other industry 
America. 


Returning G.I.’s and the civilian public can go on a bit 
pnger without new cars. But they cannot get along without 
place to live. And today, America’s housing shortage is 
lhe most critical shortage of all. 


ll building, particularly home building and other forms 
f light construction, are not moving along as rapidly 
s desired. This is not the building industry’s fault. 


he real shortages are in materials, equipment and 
abor—without which neither the building industry, or 
nybody else, can build homes. 


* * * * 


but the entire building industry, and everyone con- 
ected with it, are moving heaven and earth to channel 


uilding materials, equipment and labor into housing 
rst. 


nd when the present obstacles are overcome, and 
ne strikes and bottlenecks are broken, America is going 
0 see housing construction activity beyond anything 
er envisioned before. 


sof May 31, 1945, America’s total of contemplated 
nd planned postwar building projects (all kinds) 
mounted to the tremendous backlog of $15,746,202,000; 
nd since then hundreds more millions in design projects 
ave been reported. 


merica’s practical building contractors and lumber and 
aterial dealers are ready to go ahead. 


v'll build a million—yes a million and a half a year 
Whatever is necessary. 


once they get going, they will create more jobs, 
wages and more national income for this country, 
ever before in American industry’s long and bril- 
| history. 


hat $15,746,202,000 of construction is only a drop 
bucket, compared to what the building industry can 
when it really gets underway. 


me, no matter what its price, must be not only built 

quipped. Not only equipped but furnished. Not 
furnished but maintained. Not only maintained but 
in, eaten in, slept in. 


quest it on your business letterhead. 


—Without homes, there would be little need for lumber, 
glass, brick, sashes and doors, shingles and roofing, locks 
and hardware, plaster and paint, wiring and fixtures. 


—Without homes, whole industries like electric refrigera- 
tion, washing machines, vacuum cleaners, telephones, 
radio sets, pianos, toasters, gas and electric ranges, gas 
and oil heaters, radiators and bathroom equipment, 
would have died a-borning. 


—Without homes, furniture, drapes, shades and blinds, 
rugs and carpets, sheets and pillow-cases, towels and 
bathmats, crockery and utensils, china and silverware 
would not have a market. 


—Without homes, America’s food manufacturers—who 


fed the world during the war—with their meats, cake 


mixes and cookies, canned and frozen vegetables, de- 
hydrated soups and fruits, bread and crackers, and a 
thousand-and-one other items, would be out of business 
and the farmer would be a perennial charity case. 


—Without homes, America’s textile industry and needle 
trades would lack the seasonal style and fashion changes 
which keep them going. 


—wWithout homes, there would be no America. For 
homes mean living, and living takes the biggest bite out 
of America’s consumer dollar; occupies the waking, 
sleeping and playing hours of America’s 135,000,000 
people. Without light construction of all kinds—stores, 
churches, schools, bowling alleys—business itself would be 
non-existent. 


So despite the vital importance of other industries the 
building industry is Market No. 1 for every conceiv- 
able kind of service, luxuries and necessities, demand 
and impulse items. 


It is your market No. 1, if you make or sell anything 
that can help equip the millions of homes that are going 
to be built by America’s practical building contractors 
and lumber and material dealers, as soon as they can 
get started ... millions of homes that America’s prac- 
tical building contractors and lumber and material 
dealers have already started to plan and build. 


Practical Builder’s circulation consists of (1) the large 
builder-contractor group comprising 44,223, or 76.21% 
of the total and consisting of builders, contractors, car- 
penter and mason builders (2) professional group (3) real 
estate group (4) distributing group (5) miscellaneous. 


And it is these very men—these practical building con- 


tractors and their lumber and material dealers—who 
each month read from cover-to-cover the leading publi- 
cation in their field—Practical Builder. 


Our editorial policy covers the whole broad field of light 
construction, up to and including the great operative 
builders. Not only building but home repairs and re- 
modelling of farm houses, barns, and outbuildings, stores 
and garages, public buildings and additions thereto, 
small factories and factory repairs, schools, churches, 
bowling alleys, theatres, hospitals and institutions of all 
kinds. Our kind of builder might have built 5 homes per 
year before the war, and next year might build 50— 
or 5,000 for that matter. He may specialize in homes or 
he may be ready, willing and able to take on any type 
of light construction, do a bang-up job, and use in every 
job the materials and equipment he knows best. 


For all the above reasons and many more, we submit 
that Practical Builder is a. must on the advertising 
schedule of every manufacturer who has something to 
sell in this enormous postwar Industry No. 1. 


It has been a must for years with many a wise advertiser. 
Practical Builder was one of the first business publica- 
tions in any field to be sold out of advertising space 
during the war. Sheer demand for our advertising space 
was the determining factor. 


TO SUM UP: We have built a fence around the 58,000 
most alert, most progressive, most action-minded build- 
er-contractors and building material dealers in America. 
By-and-large, they are ours and ours alone. They can 
be yours as well—through the advertising pages of the 
world’s largest publication of its kind—Practical Builder, 
59 East Van Buren St., Chicago 5, Ill. 


TE: This advertisement is the exact “spread” size of Practical Builder—the only publication in the building field in which you can display your sales message in space as large as this. 
re also publishers of Building Supply News, first among building material dealer publications and read by 12,255 retail home-products merchants and 33,088 of their key-men from 
to coast. A special report, telling the real facts about the causes behind the housing shortage, and giving the real and only remedy, will be mailed to you without obligation. Just 
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tad: LEE Nes ae ss a ee 3 ee aes eee Battin: ; } 
This department is a reader’s forum. Letters are welcome. 
Cleveland Retail in your story: one is the above re-| papers carried over 230 local ad- 


garding the position of Cleveland | vertisements. 
in retail gains during this period, 

in comparison with the rest of the| John B. Woodward, Inc., Chi- 
country, and the other is that with) Cago. 

merchandise shortages today the| [Editor’s Note: We're sorry that 
public is actually on the hunt for | anyone should have read an argu- 
all types of merchandise, and if | ment against newspapers into the 


there was a complete black-out of | story on Cleveland retail sales, be- 


all forms of communication there | “@US© the importance of news- 


still would be crowds in the stores. | oo ow m the somal and oudeeees 
For your information I am en-|-° 2, 22Y community has been 
oo too well demonstrated to require 
closing clippings from yesterday’s| .o9mment. The whole point of the 
Plain Dealer, which will give you story—and of similar stories AA 
some idea of what happens to a has published since the beginning 
city that goes without daily news-| of the steel strike—was to empha- 
papers for 32 days. size the point made by Mr. Irvin: 
As an indication of how anxious | that right now a goods-hungry and 


Situation Misleading 


To the Editor: I think the story 
which ran on Page 57 of your good 
publication, under date of Feb. 4, 
was a bit unfair to the Cleveland 
newspapers as the natural reaction 
would be that newspapers are not 
necessary to retail merchants. 

There is no question about the 
Cleveland department stores’ sales 
showing an increase during the 
time of this strike, but the impor- 
tant point is that during this 
period Cleveland fell short of the 
retail gain for the nation, whereas 
prior to the strike Cleveland had 
stayed abreast of or ahead of the 
nation’s relative retail gain. the retail merchants are to use | well-heeled public is apparently 
I believe there are two facts,|newspaper advertising, the first} determined to spend money, re- 
which should have been included| issues of each of the Cleveland| gardless of loss of income; shut- 


ARBA J. IRVIN, 


Employme 
port of Industrial Workers 
So 


INCREASE 


14,491 


nt in Battle Creek 


17,907 


Seven-Year Re 17,647 


OVER 


IN FACTORY EMPLOYMENT 


ek's 


Post-war employment in Battle Cre 
23 principal industries as compared 
with before World War Il. 


11,683 


Dec. 31 
1945 


Dec. 31 
1944 


Dec. 31 


Dec. 31 1 943 


1942 


Dec. 31 


c. 31 
— 1941 


1940 


Dec. 31 
1939 


‘ ‘cipal industries shows 
mong Battle Creek's 23 principal in 


ona + over Dec. 31, 1939..- 
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ting off of informational sources, 
or anything else.] 


» = 


Not the Time to Type 


To the Editor: Looks as though 
the good men of the party sampled 


THIS £3 THE WAY 
—How-tre-the-time forall good men 
to come to the aid of the party 


If we Quid type ap @2ll as ee blewd 
ee 


@rakey thls tert, be perfect 


the unhurried 


WHISKEY i 


a bit of Kinsey before they began 
their typing venture. 
T. CAMPBELL WHYTE, 
Chicago. 


7 
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AA Pony Out of Print 

To the Editor: It will not be 
necessary for you to send further 
copies of the Servicemen’s Pony 
Edition hereafter, inasmuch as all 
of our men have now returned to 
“active duty” on the advertising 
front. 

I’m sure the men in our organ- 
ization have enjoyed receiving this 
edition each month. Thanks for 
keeping them abreast of develop- 
ments in the advertising field. 

JEAN GEHRE, 

McCann - Erickson, Inc., San 

Francisco. 

[Editor’s Note: AA’s eight-page 
pony edition has halted publica- 
tion, after reaching a wartime 
peak of 10,000 copies a month. A 
monthly, four-page “highlight edi- 
tion” of ADVERTISING AGE is still 
available, however, to servicemen 
whose former employers or friends 
care to send it to them.] 


To the Editor: I want to take 
this opportunity to thank ApvEr- 
TISING AGE for making available 
to me two copies of the Service- 
men’s Pony Edition to send to 
friends overseas. 

Both of these men have returned 
to civilian life so we won’t need 


the servicemen’s’ edition 


ny 
longer. 
A. W. LEHMAN, 
Advertising Research Founda- 


tion, New York. 


To the Editor: The four pe 
who were in the service from 
department have returned to work 
with us. They all enjoyed ‘e. 
ceiving the Pony Edition which 
you enabled us to mail to them 
each month. 

The only one still in the service 
is our art director, C. K. Fitz. 
patrick, and he particularly en. 
joyed receiving the paper each 
month. He said it made the round; 
of many hands before being dis- 
carded. 

Instead of sending four Copies 
each time we will appreciate you 
sending us just one which will be 
sent to Mr. Fitzpatrick, who js 
still in England. 


dle 
ur 


HELEN HEss, 
Promotion Department, Inter- 
chemical Corporation, New 
York. 


; ee, ee 


Says Cost Delays Use 
of Clark Technique 

To the Editor: We note with in- 
terest the comments of the Crea- 
tive Man on Page 47 of the Jan. 14 
issue regarding the L. M. Clark 
technique of checking masked ad- 
vertising. 

Magazine checking by this 
method was not discontinued as 
you suggest, for the reason that 
Clark went to  Kiskiminetas 
Springs School. The fact is that 
this organiaztion, which bought 
out L. M. Clark, Inc., continued 
the L. M. Clark magazine reports 


|for a time after his departure. 


However, in August, 1943, we 
undertook four studies at our own 
expense in which we secured 2,000 
interviews per sex per issue on 
four national magazines. These 
investigations showed that im- 
portant developments were re- 
quired in sampling technique and 
interviewing control in order to 
produce a satisfactory reliability 
for the purposes of comparison 
between ads and campaigns along 
the lines desired by advertisers 
and agencies. 

At the time it was not apparent 
that the buyers of such studies 
were interested in paying the 
necessary cost to secure such re- 
liability. 

We therefore discontinued the 
studies but have continued our in- 


transparency: 


@ The peacetime producti 
an increase of over 71.3 
1940.. 
53.7% over Dec. 31, 
that 17,729 industrial workers will be a ae 
d a huge bac 
d consumer demand an , si 
pri products of Battle Creek's 100-odd factories ass 
sirie 


i - imes. 
arger scale than in pre-war tim 


+. industrial employmen 
7 a 3% over Dec. 31, 1941. U.S.E.S. estimates 
ng ed by March 1, 1946. Wide- 


for the highly diver- 
teady employment 


on a much | 

Che ‘}. seh eh? 
Mere Cr AK 
se, i 


P -KLAP 
WATIONAL REPRESENTATIVES: ALLEN- KL 


Size 


Best Known City of its 
in the World 


wis Pp COMPAKY 
You can't cover Michigan 


without Battle Creek 


Brings Great Advantages 
to Kodachrome 


A Chromart Artcopy Print, being on paper, gives you these 
important working advantages that are utterly lacking in a film 


CLIENT SATISFACTION. Your customer can okay a print he can look 
at more intelligently than a film he must peek through. 


COMPLETE FLEXIBILITY. Retouch, airbrush or letter-across a Chromart 


as desired. 


ECONOMY. Paste one or more Chromarts into final artwork and 


FINER REPRODUCTION. Your platemaker works with more certainty 


| have but one set of plates made of the entire page. 
| 


from fine “flat copy” he can match, color-for-color. 


Big time advertisers from coast-to-coast use our service regularly. 
Chromarts from your Kodachromes are priced from $44 to $100, 


depending upon the size ordered, and pay for themselves. Write! 


Frank Miller Laboratories 


FORMERLY PHOTOCHROME 
846 N. Fairfax, Hollywood 46 
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ny ggterest in the revival of the mask-; give Van de Kamp’s as the locale. | follows: either you or the author of the| sion, Goodyear Tire & Rubber 
“ Bing technique if and when people; The boys look as if they’re hav- “Neolite, says Goodyear, is non-| paragraph should have a chance| Company, Akron, O. 
\N, int: ested in magazine research| ing a heck of a time sinking their rubber, non-leather, non-plastic and|t 9 know just what Neolite is, from | ee. 
nda- are willing to pay what it costs to/ molars in whatever-it-is they are} But can you guarantee it’s non-|experience. Therefore, if you will | . . 
io -atisfactory reliable work. eating. Neolint” send a pair of your shoes to me | Specialty Listed 
F ‘cordingly we have fixed our) Roy A. HunrEeER, _, ves, we can guarantee that Neo- I shall see to it that our experi-| To the Editor: Enclosed please : 
attention since that time on the Advertising Counselor, Van-_ | lite is non-Neolin. It is not simi- mental laboratory fixes them up| find a marked tear sheet from Mc- p 
= oe an spaper reading public, doing couver, Canada. lar to Neolin as to content, and it ith Neolit “s le ond Goodyear | Kittrick’s Directory ; 
m our : . is quite different in its character-| W1 Neolle soles é hat —. 
> Wo! both readership and questionnaire vv tation rubber heels, because you will Dairy Specialties, Inc., Chicago, Il. 
. tt y o As nearly as we can de- . tics, ae “? 2 Corsets & Brassieres. 
ed ve. + ‘a cae pag some 75% Neolite Makes Free But who is the person with the] "ever realize how good Neolite What is this advertising busi- 
. cI ‘ ae aun: dndies Gon- Offer to Copy Cub long, long memory, who speaks of| really is until you have tried it| ness coming to? 
) them aucted since 1943 and are expand-| To the Editor: In your publica-|Neolin over 20 years after the yourself. How about that? Joun T. Carey, = 
rvice (fing our activities rapidly now. The/| tion of Jan. 21, the second para-| last sole was made? ee ee Se nee, SEN are 
og ‘act is that a practical basis exists| 8Taph in “Rough Proofs” reads as Now it seems only fair that} Manager, Shoe Products Divi- | Chicago. 
Za le 


ly en. for doing thorough penetrating 
each work in the newspaper field such 
rounds that the next general advances in 


ig dis. readership technique are very 

likely to come forward from news- 
Copies epaper rather than magazine work. 
e you Meanwhile anyone close to the 
vill be magazine research field must re- 
vho js (galize that there is an extensive de- 

sire for more penetrating research 
ss, which has not crystallized to a 
iter- specific program and financial plan | 
New as yet. To us it seems inevitable | 


that some evolutionary develop- | 

ment must come soon in connec: | 

tion with which the Clark maga- 

© rine technique deserves serious 
consideration. 


ith in- BENTON H. Grant, ae 
Crea- B. H. Grant Research, Inc., -" 

Jan. 14 New York. J 
Clark wee | 
ed ad- BSchaible’s Plumbing Ads 

y this Glave Fresh Approach 

ued as To the Editor: We thought you 


n that 
ninetas 


vould be interested in seeing and 
mossibly reviewing in print these 


NE ARKANSAS 


is that chaible ads. They are appearing 

bought _ 

itinued 

reports 

ure. 

43, we 

Ir own 

d 2,000 

sue on 

These 

it im- 

re Tre- 
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ability , 

Darison ‘| 
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artisers love LIFE of “SINR STEAM 

oer AWAY WITH FALSE "MODESTY 

1g the ! A TIME there was an outfit named 
the Schaible Company. They had young ideas, 

ich re- so naturally a large family of Schaible products 
developed. Then came a big war which left 

ed the little time for such family matters. But with a“ 

i en oe er trated in th South 7 belt F Market! . 
pane Pig ie as soon as ‘her weiiban saebesiil ra e m e ou western un e rm ar e bd 


they were back in the groove—so to speak. 


INSTEAD OF STARTING RIGHT OFF with 
all sorts of plumbing products, the Schaibles 
decided to concentrate on huge litters of a few 
products most needed,—namely Stainless Basket 
Strainers and Deck Type Sink Faucets (with 
and without spray). Soon will come a Flat 
Strainer. Then other items by Spring. 


THIS INCREASING PR ON 
of Deck Faucets and Stainless Strainers, it is 
necessary to allot them—so many at a time 
through the Schaible representatives in each 


Angora goats with their luxuriant coats of mohair thrive in the warm sunshine of 
the Sunbelt’s long growing season and on the abundance of foodstuffs from its fer- 
tile soil. With 94% of the nation’s mohair production concentrated in the Sunbelt 
Market, FARM AND RANCH supplied concrete suggestions for more efficient pas- 
turage and reported technical developments in the mohair industry. 


! area. ‘Thole present sllotment ie booked up, FARM AND RANCH covers the complete Southwestern Sunbelt market (Texas, Okla- si. 
but the next will be released to them as soon as *-. ° . . . a 
“a ies homa, Arkansas, Louisiana and New Mexico) with practical, down-to-earth articles a 


BIRTH NOTICES will be printed in this magazine 
further items are added to the Schaible line. 
Watch for them. 


for the farmer and for the rancher of the Sunbelt. No other paper enjoys the dealer 
interest—the reader interest held by FARM AND RANCH in this area where the growing 


The Schaille season is long, the winter is mild, and the soil is rich. 7 
se CINCINNATI 4, OHIO *Mohair Production and Income, U. S. ; 
m a. | Department of Agriculture, March 5, 1945. ' y 
rhe . P ‘ , a 
1 Plumbing & Heating Business, FARM AND RANCH is keyed to the is 
Jonestie Engineering and Plumb- gaets “ay bee ed ——_ we ez 
ng & — arket. Its editorials are slante 
” “ » He ating Journal. to a vast area of large farms and 
if the story is old, the approach s pe ey 8 ae where = = 
at issiles dae : ~ ines hot while snow yet blankets 
id ny = —" “we - gga other, peeens - the nation, 
anner, ju wi probably re- imed to the early growing sea- 
e) ‘ : : . ‘ sons of the Sunbelt, FARM AND 
ty ber Schaible as the outfit who Saison lens eihes the tener Games 
ed readers last year with and what the rancher wants— 
“Kitchen of Tomorrow,” when " wants it. Your — 
y- 1 has gone through four re- the ‘Bankele Macken, the mone DALL 
0, and is still going strong. diversified agricultural market in AS, TEXAS 
e! SPRAGUE Mut Line America! Branch Offices: 52 Vanderbilt Avenue, New York; 75 East Wacker Drive, 
ry-Brown, Inc., Cincinnati. Chicago; _ G ame Democrat Building, St. Louis. 
West Coast Representatives Simpson-Reilly, Ltd., Russ Building, San Fran- 
veg age : 
.s cisco; Garfield Building, Los Angeles, Calif. 
| ough Going? 
= T. the Editor: I note the two ae 
46 res in the “Getting Personal” 
n of your Jan. 28 issue. 
a darn good thing for you e 
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I'ucker Torpedo 


Plans Await RFC’s 
Dodge Plant Lease 


Chicago, Feb. 13.— The $200,- 
000,000 Dodge aircraft engine plant 
here, which turned out 18,413 
2,200 - horsepower Wright motors 
for B-29s, will be converted for 
production of a 150- horsepower 
automobile under plans being 
made by Preston Tucker, president 
of the Ypsilanti Machine & Tool 
Company, Ypsilanti, Mich. 

Over the weekend, Mr. Tucker 
was reported to have nearly com- 
pleted negotiations with the RFC 
for leasing the huge plant where 
he hopes to build the Tucker Tor- 
pedo, a new type of car to be con- 
structed principally of aluminum, 
weigh about 2,000 pounds, have its 
six-cylinder engine mounted over 
the rear axle and travel up to 130 
miles an hour. The car is ex- 
pected to sell for betwen $1,000 
and $1,300. 


To build the car, Mr. Tucker has 


er 
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formed the Tucker Corporation 
and picked up a number of pro- 
duction experts from other auto 
companies. Officers of the new 
corporation include Mr. Tucker, 
president; Raymond Rausch, for- 
mer Ford Company executive, 
vice-president; Joseph D. Burke, 
formerly with Chrysler, Hudson 
and Packard, vice-president in 
charge of sales, and George W. 
Lawson, former General Motors 
executive, in charge of style and 
color. 


Two Name Westheimer 

Southern Host Company and 
Browning Arms Company, St. 
Louis, have placed their advertis- 
ing with Westheimer & Co., St. 
Louis. 


Scott Shows Sets 

Scott Radio Laboratories, Chi- 
cago, displayed the first of its 
new sets last week, simultaneously 
announcing that its 125 dealers 
from coast to coast have already 
placed several thousand orders. 
First Scott set off the line is a 
24-tube radio-phonograph com- 


bination which retails east of th 
Rockies for $937.05. Later se, 
will range from $600 to $2.09 
Leo Burnett Company, Chicag», ; 
the agency. 


Reveals Wine Drive Plan; 


Fruit Industries, Los Angele 
through Davis & Beaven, Los Ap. 
geles, plans to advertise its .\p. 
bassador wines to the fulles: ; 
local and regional media. |; 
metropolitan markets, consistey 
full-color pages will be used } 
Sunday newspaper supplement; 
These will be augmented by 24. 
sheet poster showings throug 10y 
the year, black-and-white news. 
paper space and frequent busine, 
paper insertions. 


Klaus Joins ‘Gas’ 


Erwin H. Klaus has _joine 
Western Business Papers, Los Ap. 
geles, in charge of sales promo. 
tion and research for Gas, Butane. 
Propane News and Western Metal; 
He was formerly advertising man. 
ager of Plumbing & Heating Busi. 
ness, and for two years serve 
with the Army’s Information an 
Education division. 


MORE THAN 28,000 SIGNS 
SHIPPED SINCE V-J DAY! 


And it’s not corn pone and fat back! In 1944 
this area turned loose over $70 MILLION 
DOLLARS for food! That’s 28% of the N.C. 
Total... more than several entire states spent 


for food. 


Here are some of the 


| 

| signs we have shipped 
| in large quantities. 

| 

Remember this Golden Belt is the TOBACCO- 
LAND of the U.S.A. Growers received over 
$242 MILLION DOLLARS for their 1944 
crop... 70% of the state total. Golden Belt 
city retail sales were over $165 MILLION 
DOLLARS... more than were made in 
several first class 100,000 population group 
cities. ‘This is the “Balanced Region” in the 
“Balanced State.” 


We’re 
Mighty 
Busy! 


It will be several months 


(Figures Comptled from Sales Management 1945 Survey of Buying Power) 


with us? 


How to sell ‘em 


Through the “Old Reliable” Raleigh News and Observer 


point-of-sale advertising. 


. +. the ONLY Morning and Sunday newspaper in the 
Golden Belt. 
circulation. 

Golden Belt. 


We want you to have it. 
It is FREE! 


Blankets the area with 90°% of its total 
Read by 47° of all white families in the 


Morning 87,914 Sunday 84,824 


Sept. 30, 1945 Publisher’s Statement 


a : and Chicago 


Principal Cities 


Our modern plant at Lima, Ohio, has achieved 
marvels in the production of illuminated signs since 
V-J Day, when we found ourselves confronted with 
many orders for a large number of signs. 


produce for the occasional user. We are sorry, but 
| demand for illuminated point-of-sale signs for dis- 
tribution by manufacturers to their thousands of 
| dealers will require us to maintain our mass-produc- 
tion methods for some time. 


If your problem is signs in quantity, why not talk 


You'll want to know 


About each new development in_ illuminated 


Our post-war 'NEONews' 
We believe you will want it. 


‘ will be out soon. 


Neon Products, Inc. 


Factory and Offices 


2500 Neon Ave., Lima, Ohio 
Branch Offices — New York 


Representatives in Other 


NEWINGTON 


Sa 


BENDIX 


3 automatic 


Home Laundry 


before we again can 


Just fill out and mail this coupon. 


Lima, Ohio. 


NAME . 
COMPANY 
STREET 
CITY 
STATE 


TIRES by 


{ Dayton j 


Home § 
| Laundry 


menewonen ee 


PHILCO; 
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Neon Products, Inc., 


Please place me on your mailing list to receive 


FREE copies of "NEONews." 
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Federal ‘Premiums’ 
Sought fo Assure 
Housing Program 


Washington, Feb. 13.—A billion 
dollar market for unconventional 
juilding materials during the next 
two years stands out as one of the 
yebrow raising suggestions in the 
‘new horizons” national building 
program getting under way this 
week, under direction of Wilson 
Wyatt, housing expediter. 

Benefiting from _ bi-partisan 
support in Congress, and his per- 
sonal popularity with the still- 
skeptical housing industry, Mr. 
Wyatt is rated a good chance to 
get most of the money and au- 
thority he is asking to hit a target 
of 3,000,000 homes during the next 
two years. 

“T could not help but recall the 
goal of 50,000 aircraft which Pres- 
ident Roosevelt set in the early 
days of the war, though many peo- 
ple considered it impossible,” Mr. 
Wyatt observed. “That goal and 
others like it have been achieved 
and passed.” 


Seeks Additional Workers 


Determined from the start to 
wipe the cobwebs out of the home 
building industry, Mr. Wyatt pro- 
poses during the next two years 
to recruit and train 1,500,000 addi- 
tional workers, tripling the labor 
force engaged in residential con- 
struction. 

He wants an eight-fold increase 
in the production of building ma- 
terials over last year; to run ex- 
isting plants at capacity; to con- 
vert war plants to the production 
of new as well as conventional 
materials; to build new capacity 
where necessary to get the ma- 
terials. 

The target for 1946 is 1,200,000 
homes started—700,000 conven- 
tional; 250,000 permanent prefab- 
ricated and 250,000 temporary. In 
1947, he wants 1,500,000 homes 
started — 900,000 conventional, 
600,000 permanent prefabricated, 
none temporary. 


Offers Industry ‘Premiums’ 


According to Mr. Wyatt’s esti- 
mates, that will involve an outlay 
of $5,250,000,000 for materials 
during the two years, a billion of 
it in non-conventional materials 


WINSTON-SALEM 
POPULATION 
TOPS 90,000 


Conservative estimates show 
that in the past five years Winston- 
Salem has gained more than 12,- 
000 people . . . bringing the pop- 
ulation to more than 90,000. 


Never a market to "shoot at the 
moon" in the matter of population, 


this figure represents folks living in. 
& compact area. | 


The city could easily top the 
100,000 mark if city limits were ex- 
tended now ... as they probably | 
will be one day soon. | 


One more sign that Winston- 
Salem is growing! 


/OURNAL and SENTINEL 
Winston-Salem, N. C. 


National Representatives: 


KELLY-SMITH COMPANY 


such as metal window sashes, 
composition and plastic flooring, 
pre-assembled unit bathrooms and 
kitchens. 

To get $4,250,000,000 in lumber, 
brick, wall board and the other 
usual materials, he expects to pay 
out $400,000,000 in “premiums” 
as a subsidy; another $200,000,000 
in premiums will stimulate the $1 
billion of substitute materials. Mr. 
Wyatt wants the “large part” of 
these items to go to homes and 
rental housing, both farm and 
urban, selling for not more than 
$6,000 and renting for not more 
than $50 a month. 

Although the “premium” idea 
encountered rough treatment from 
the industry, which objects to 
“being spoonfed”, Mr. Wyatt was 


adamant on that point in order to 
insure that the new houses get to 
the people who need them most. 

To industry fears that he would 
over-expand the field, Mr. Wyatt 
countered that the 3,000,000 homes 
needed by the end of 1947 does 
not account for more than 10,- 
500,000 sub-standard homes which 
“must and can be placed in a 
healthy and full production econ- 
omy.” 


AANR Chapter Elects 


Fred D. Stahl, vice-president 
and Philadelphia manager of the 
Kelly-Smith Company, newspaper 
representative, has been elected to 
a two-year term as chairman of 
the Philadelphia chapter of the 
American Association of News- 
paper Representatives. 


Schuyler Hopper Named 


The instrument division of 
Thomas A. Edison Company, West 
Orange, N. J., has appointed 
Schuyler Hopper Company, New 
York, to handle advertising, sales 
promotion and market research 
for its thermal timing relays, 
thermostats, aircraft instruments 
and kindred products. 


Two Join Arnold Agency 


Loren G. Stevens, recently dis- 
charged from the Army and prior 
to that advertising manager of 
Borden’s Produce Company, has 
joined G. E. Arnold Company, 
Phoenix, as account executive. 
Richard Bohen, formerly in the 
sales department of KOY, Phoenix, 
has joined the company in the 
same capacity. 


31 
ABC Names Florsheim 


Stanley C. Florsheim, director 
of the cooperative program de- 
partment of the American Broad- 
casting Company, New York, has 
been named to the new position 
of director of merchandising for 
the network. 


Cover Catholic 
Schools, Churches, 
and Institutions 
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35 W.WELCS ST., MILWAUKEE 3, WIS. 


Gosh! 


The Key to my hoy 


Take it! 


Doors usually marked “Private’’ must be opened if you 


are to judge the value of a market to you. 
The key that opens Herald Tribune readers’ homes and 


apartments to the cold light of earning and spending 


facts—is the Continuing Home Study. Since 1938, it has 


revealed their incomes . 


convictions regarding prices and brands . . . their actual 


spending—with unparalleled accuracy. 
* a - 


Herald Tribune families tell us that 2 out of 5 of them 
own their homes — a proportion that towers above the 
New York market average. Their home values are almost 
evenly divided above—and below—$10,000. 

Among Herald Tribune families who rent, 7 out of 10 
pay $50 a morth or more. The biggest single group 


more than half—pays $50 to $gg. Li 


details . . 


market, write for the 


NEW YORK 


.. their way of living . . . their 


. the repeatedly-proved inside facts about this 


HERALD TRIBUN 


Every newspaper owes its-advertisers 


an exact definition of its readership 


NEW YORK 
MARKET 


Do you own or rent? = MaRKE 


OWNERS . 
TENANTS . 


If you own a home what is its value? 
$10,000 AND MORE 
UNDER $10,000 


26.0% 
74.0 


12.7% 
87.3 


If you rent, what do you pay monthly? 


you want close up 


$100 AND MORE 
$50 TO $99 . 
UNDER $50 


*U. S. Census 


2.5% 
17.2 
80.3 


HERALD TRIBUNE 
FAMILIES 


40.3% 
59.7 


52.9 Yo 
47.1 


15.2% 
54.7 
30.1 


STUDY 
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How Well Has 
General Electric Met 
These Objectives? 
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how our country, as it did in wartime, an example of American enterprise at its best. 
‘More Gouda for More People at Lese Cost 


GENERAL @ ELECTRIC 


WESTINGHOUSE ANSWuiRs 
SOME FALSE AND MALICIOUS CHARGES 


leaders of the CIO's United Electrol, Rodeo and Machine 
Workers of Amenco hove once attempted to smecr” the Westinghouss 
Electne Comporation The Compony publishes here the verbatim charger of 
them Unor leaden clongede o-watemen! of the toch: All these fact: were 
known of eawly ovaluble to Union leader betore ther chorge: were made 


ee ee en 


WESTINGHOUSE ELECTRIC CORPORATION 


STRIKE CONTRASTS—Westinghouse Electric Corp. struck back hard at the 


union's “false and malicious charges" 
right. 


last week in the full-page ad at the 


General Electric, also strike-bound, has adopted a softer tone in its 


series, one of which is shown at the left. 


Westinghouse Hits 
Hard at ‘False, 
Malicious Charges’ 


New York, Feb. 14.—Declaring 
that it “believes the time has come 
to put an end to irresponsible at- 
tacks on the integrity and good 


name of a business and its man-| 
agement,” Westinghouse Electric 
Corporation this week placed full | 
pages in about 50 newspapers to 
answer “some false and malicious 
charges” by irresponsible leaders 


of the CIO’s United Electrical, 


Radio and Machine Workers of 
America.” 

In one of the “toughest” labor 
advertising approaches ever used 
by a major company, Westing- 
house presents 10 direct quotations 
from printed statements by union 
leaders, and in parallel columns 
gives its version of the facts. Each 
quotation is boldly labeled “False,” 
each explanation labeled ‘“True.” 


Will Protect Reputation 

In the series, Westinghouse vig- 
orously denies any “plot” involv- 
ing itself and General Electric, 
Says its wage scale is above the 
industry average, that it has not 
held back on production, that pro- 
duction per worker “is more than 
one-third less than prewar,” and 
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READERSHIP! “Gm 
SELDOM EQUALED..® 


Sales start quickest where readership is highest. 
Use Feature Parade, the magazine section of the 
Worcester Sunday Telegram — with an intensity 
of readership seldom equaled — to 

concentrate on Central New England, 


a major market of $600,000,000 
buying income. Publication 
Research Service shows 

96% men and 97% 

women read Feature Parade! 
Can you think of a more 
profitable advertising 
approach to a circulation 
in excess of 


90,000? 


& 


The TELEGRAM -GAZETTE 


 WORCESTE R, MASSACH USETTS 
GEORGE FBooTH PubGisher- 
amd ASSOCIATES, NATIONAL REPRE 


OWNERS of RADIO STATION WTAG 


| that the company has done every- 
thing in its power to negotiate 
wage settlements that would per- 
mit it to continue in business. 

“This statement serves notice 
that this company intends to pre- 
serve and protect the good will it 
has earned by 60 years of fair and 
honorable dealing with the public 
and our employes,” the ad, placed 
by Fuller & Smith & Ross, con- 
cludes. 


G-E Ads Milder 

The Westinghouse ad is in sharp 
contrast to the advertising of Gen- 
eral Electric, which is strike- 
bound by action of the same union. 
Although G-E has run several 
newspaper ads stating its side of 
the labor controversy, these have 
been couched in conciliatory, 
rather than fighting language, and 
other G-E ads have been rather 
definitely of the “come home to 
mother” type. 

One of these ads pointed out 
that “your life insurance is being 
continued for you,” and another 
asserted that “your job is waiting 
at higher ‘take home’ pay.” The 


- 


Advertising Age, February 18, 196 


General Electric effort, which usu- 
ally runs in newspapers in 39 plant 
cities, is being directed by Robert 
S. Peare, vice-president in charge 
of G-E’s public relations, and 
placed by Batten, Barton, Durstine 
& Osborn. 


Scheidker and Rich 
Join Four A’s Statf 


Lt. Comdr. Richard L. Scheidker, 
formerly vice-president and New 
Orleans manager for the Anfenger 
Advertising Agency, Inc., St. Louis, 
and Lee Morse Rich, formerly with 
Merritt-Chapman & Scott Cor- 
poration, New York, before enter- 
ing the Coast Guard, have joined 
the American Association of Ad- 
vertising Agencies in New York. 

Comdr. Scheidker will be in 
charge of creative and promotional 
activities. Mr. Rich will be a 
member of the media and research 
department as assistant to Harold 
Beckjorden, assistant executive 
secretary. He previously was with 
several advertising agencies in a 
media capacity. James F. Fix has 
rejoined the four A’s to handle ac- 
tivities of its Export Information 
Bureau after three years in the 


European theater with the Army 
air forces. 


Stromberg Starts Drive 


on Sound Equipment 


Stromberg - Carlson Company, 
Rochester, N. Y., for its sound 
equipment division, has planned 
separate advertising programs for 
six markets, including schools, 
business and industry, hospitals, 
railroads, hotels and the archi- 
tectural field. Business papers in 
those markets will be used sup- 
plemented by a series of brochures 
channelled into direct mail promo- 
tion. 

The company recently held a 
sales conference to demonstrate its 
full line of sound and inter-com- 
munications equipment. Agency in 
charge is McCann-Erickson, New 
York. 


Ups Ad Budget 


Holls Company, Newark, 
through A. W. Lewin Company, 
New York, has increased advertis- 
ing appropriation and will use 
about 60 publications to promote 
Klipette and other Hollis products. 
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- By STANLEY E. COHEN, Washington Editor. 


Swap Notes on Atomic | 
Study, Senate Is Urged 


Washington, Feb. 14.—Now that! 
it is generally agreed that a civil- 
ia) commission will supervise 
peacetime applications of atomic 
energy, discussions here are cen- 
tering about the amount of “cen- 
sorship” the military will exercise 
over information that is to be re- 
leased. 

Supporters of the Senate’s Mc- 
Mahon bill concede that much 
must be left unsaid for security 
reasons, but they are pressing for 
maximum exchange of informa- 
tion among technicians and sci- 
entists, on the theory that there 
can be no progress under a “com- 
partmentalization” which prevents 


experts from swapping notes. 

Much of our information on 
atomic energy originally came 
from foreign sources, Brien Mc- 
Mahon, the Senate’s atomic expert, 
points out. He feels we will come 
out better than even if we enable 
our scientists to talk with scien- 
tists throughout the world who are 
working on the problem. 


Although there are many prob- 
lems ahead, Senator McMahon 
feels that the civilian atomic en- 
ergy commission will eventually 
be licensing processes which will 
bring important changes to the 
economy. Once atomic power is 
harnessed, the effects on the coal 
industry, fuel carriers, and others 


are easy to imagine. 


With a boost to the OPA, where 
he can “make a reputation,” like- 
able Paul Porter, the competent 
FCC chairman, now rates among 
Democratic presidential possibili- 
ties, available if President Truman 
decides not to run again. A 
“rumor” that Mr. Truman is de- 
termined to return to the Senate 
in 1948 started some quick “sizing 
up” of men like Treasury Secre- 
tary Fred Vinson and Chester 
Bowles. Judgment was in light of 
the possibility that they would op- 
pose Taft, Vandenberg, Stassen— 
or Oregon’s Wayne Morse. 


a cg BS 


Armed with an official endorse- 
ment from the Navy Department, 
Dictaphone Corporation asked the 
FCC to approve the use of record- 
ing devices on telephones. With 
nearly 20,000 business men doing 
this on an informal basis, Dicta- 
phone fears that telephone com- 
panies will monopolize production 
and sale of the instruments unless 
FCC opens the way to all. In ad- 
dition to recording conversations, 
the devices handle long distance 


messages faster and cheaper than 
telegraph. 
co * * 

Economy minded Congressmen 
are staggered by elaborate plans 
for new federal responsibility in 
maintaining airway safety. When 
reports circulated on the Hill that 
the Civil Aeronautics Administra- 
tion visualizes a $40,000,000 ex- 
pansion of inspection and radio 
beam service, Congressmen ac- 
quainted with the latest stock mar- 
ket quotations asked why airlines 
should not pay for these services 
themselves. “Railroads maintain 
their right of way—and pay taxes,” 
they commented, 

oe * * 


It was a bad week for news- 
papers before the Supreme Court. 
First, a ruling that a paper that 
sent 53 copies—less than a half of 
one per cent of its circulation— 
across state lines was in interstate 
commerce. Then, a decision that 
two publishers had to open their 
books to the federal Wage-Hour 
investigator. There may be noth- 
ing wrong, the court explained, 


Soil, seed and weather may be perfect, but it takes continual cultivation to wrest a crop 


from any field. Printed selling recognizes the necessity for regular presentation of facts 


to create and maintain the favorable impressions that lead to sales. Printers and lithog- 
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they use Champion paper in all its grades ... coated and uncoated for letterpress and 


) 


offset, business papers, high gloss package wraps, envelope, tablet writing, papeterie and 


specialties. Clear across the nation, good printing on Champion paper helps the harvest. 


= Cees Se AND FIBRE COMPANY...HAMILTON, 


Manufacturers of advertisers’ and publishers’ coated and uncoated papers, bristols, 
2,000,000 pounds a day 


- HOUSTON, TEXAS 
ST. LOUIS - 


District Sales Offices 


MILLS 
NEW YORK 


AT HAMILTON, 
- CHICAGO - 


bonds, envelope papers, tablet writing and papeteries . . . 


OHIO.. 
PHILADELPHIA - 


- CANTON, N. C.. 


CLEVELAND «+ BOSTON - 


OHIO 


CINCINNATI « ATLANTA 
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but the administrator has a right 
to find out. 
of ok oo 

With brand name flour disap- 
pearing from the market, some 
were proposing as a_ substitute 
brand “Truman’s Best.” . . Several 
days will pass before the House 
census committee reports out the 
measure for the five-year census 
of business and manufactures, but 
the project was in good shape after 
a powerful supporting statement 
by Charles Lindsay of the Four 
A’s. . . The National Association 
of Margarine Manufacturers boasts 
that the American Soybean As- 
sociation will support the Rivers 
bill repealing obnoxious taxes on 
margarine, On the basis of past 
performance, however, it is a good 
bet that the bill will continue to 
rest comfortably in the House 
agriculture committee. 


Personna Adds ‘SEP’, 


‘True’ to ‘46 Program 


Personna Blade Company, New 
York, has added The Saturday 
Evening Post and True to com- 
plete its magazine list for the 1946 
advertising campaign. Thirty-one 
insertions in newspapers will also 
be used. 

Copy in both media will feature 
‘“Personnalities” of stage, screen 
and radio. J. D. Tarcher & Co., 
New York, has the account. 


Names Richards 


Robert G. Richards, formerly in 
charge of sales promotion for the 
Home Life Insurance Company, 
New York, has been named adver- 
tising manager of the American 
Installment Credit Corporation, 
New York. He will be in charge 
of advertising of the American 
Bank Credit plan of automobile 
financing. 


SAYS... 


Here’s why 
Richmond is the 
Test City 


Because Richmond encompasses an 
area where the elements of stability 
do not fluctuate, manufacturers who 
seek to find out the acceptance of 
their products choose Richmond as 
the key testing city. WRNL with its 
wide listening public in this area can 
do a selling job for you. Sound pro- 
graming, consistently good, will keep 
your public tuned in, and listening. 


WIGHT & DAY 
910 KC 


” EDWARD PETRY & CO., INC. 4 
NATIONAL REPRESENTATIVES 
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Stricter Postwar 
Dog Food Tests 
Required for Seal 


Chicago, Feb. 14.—The “seal of 
approval” on dog foods, granted 
by the American Veterinary Med- 
ical Association and the American 
Animal Hospital Association, will 
require higher standards of manu- 
facturers in the postwar era, ac- 
cording to Dr. J. G. Hardenbergh, 
secretary of the groups’ joint com- 
mittee on foods. 


Currently the seal is granted only 
to Friskies, manufactured by Albers 
Milling Company, Seattle, and Gro- 
Pup, made by the Kellogg Com- 
pany, Battle Creek, Mich. Before 
the war the seal was permitted on 
a half dozen dog foods, most of 
which went off the market for the 
duration. Dr. Hardenbergh says 
about 12 companies now are seek- 
ing permission to use the seal On 
labels and in advertising their 
products. 

According to the committee sec- 


retary, the testing of dog foods 
will be done on a “different basis.” 
Heretofore, he told ADVERTISING 
AGE, ‘“‘the chemical, biological and 
feeding tests have been carried on 
in a laboratory maintained for 
the purpose by the committee 
itself or in university laboratories. 
In the future, dog food manufac- 
turers who apply for the seal will 
be required to submit the neces- 
sary test data on the food, ob- 
tained on market samples by lab- 
oratories independent of the pro- 
ducer; that is, in private, univer- 
sity or industrial laboratories in 
no way associated with the manu- 
facturer.” 

After his product has passed the 
tests, earning him the right to use 
the seal in advertising, the manu- 
facturer must submit complete re- 
test data each year to continue 
use of the seal. 


Akron Ad Club Elects 


The Advertising Club of Akron 
has elected Galen C. Cartwright, 
sales promotion manager of Good- 
year Tire & Rubber Company, 


| president. Glenn E. Martin, mem- 
ber of B. F. Goodrich Company’s 
|advertising department, and Rus- 
sell W. Richmond of WHKK were 
named first and second vice-presi- 
dents, respectively. E. S. Pat- 
terson, president of the First Cen- 
tral Trust Company, was reelected 
treasurer. 


Roper Promotes Foster 


W. J. Foster, vice-president of 
Geo. D. Roper Corporation, with 
headquarters in Philadelphia, has 
been promoted to vice-president 
and general sales director, making 
his headquarters in Rockford, [I11., 
the company’s home office. S. W. 
Weill has been appointed eastern 
manager with headquarters in 
Philadelphia. 


Names Dingilian 

James Lees & Sons Company, 
Bridgeport, manufacturer of 
woolen and worsted yarns, has 
named Dikran Dingilian as display 
consultant for Minerva and Co- 
lumbia hand-knitting yarns. He 
will design displays for the new 
Lees showrooms and selling dis- 
plays for Minerva and Columbia 
dealers. 


Serving America’s 


World Markets 


EL 


68th ANNUAL 
REVIEW NUMBER 


With 728 pages of net paid advertis- 
ing, this issue of American Exporter 
carried the largest volume and great- 
est diversity of advertising that has 
appeared in any export journal since 


adaptations. 


They see that now 


EXPORTADOR 
AMERICANO 


|, oe manufacturers and exporters 
realize the importance of telling buyers abroad 
about new lines, new models, new product 


is the time to— 


—establish effective sales outlets in all 


1920. 

: important markets 
ENGLISH EDITION - - 360 pages 
SPANISH EDITION - - 368 pages 


This includes the 


industrial subjects. 


this single month. 


advertising in 
American Exporter — Industrial, the 
separately-bound section devoted to 


No less than 784 different manufac- 
turers and exporters used space in 


—Capitalize on today’s favorable eco- 
nomic and financial situation 


lay the foundations for overseas sales 
as a factor in future business. 


To achieve these objectives, they use AMERI- 
CAN EXPORTER, 
been the voice of authority in the export field. 


which, since 1877, 


AMERICAN EXPORTER 


Johnston Export Publishing Company 


386 FOURTH AVENUE 


PHILADELPHIA e CLEVELAND e 


CHICAGO a ST. LOUIS + 


NEW YORK 16, N. Y. 


LOS ANGELES . SAN FRANCISCO 


has | 


Advertising Age, February 18, 1946 | 


The housing shortage has turned C. A. “Matty” Mathisson, vice- 
president of the H. C. Mulberger ad agency, into a champion con.- 
muter. He lives in Chicago, works in Milwaukee. . . In Connect- 
cut, C. Glover DeLaney, mgr. of WTHT, the Hartford Times sti- 
tion, has bought a new house in suburban West Hartford... 

R. C. Smith, dean of Canadian admen, and for the past 33 yea's 
head of the Toronto agency bearing his name, celebrated his birth- 
day Feb. 8, but refuses to divulge his age until he reaches tie 
century mark... 

Neilson M. Mathews, v.p. and gen’l mgr. of Farm Journal, was 
among the business leaders invited by the Navy Department to sail 
on the new carrier, SS Princeton, on its shake down cruise. The 
carrier sailed from the Philadelphia Navy Yard on Jan. 23 for 
Cuba. .. And Arthur Kron, exec. v.p. of Gotham Advertising Co., 
New York, has left on a four-month trip to all countries of Central 
and South America and the West Indies on behalf of his agency 
and clients. . . 

Allan T. Preyer, chairman of the board of Morse International, 
and Gene Flack, ad director for Loose-Wiles Biscuit Co., are mem- 
bers of the Honorary Historical Pageant committee of the Jewish 
War Veterans of the 
U. S. New York chap- 
ter. The chapter will 
present an all-star 
show March 4 in 
Madison Square Gar- 
den commemorating 
the 50th anniversary 
of the founding of the 
Jewish War Vets... 

The weekend before 
Lincoln’s birthday 
was popular for wed- 
dings among ad-folk. 
Randall E. Smith, 
Rand - Williams Mfg. 
pres., was best man 
at the wedding of his 
v.p., James A. Norris, 
to Marjean Faith 
Beeckel of Battle 
Creek, Mich. The 
ceremony took place 
on Feb. 8 in the chapel of the Riverside Church, New York. . . On 
the 9th, Harry Waldron, v.p. of W. A. Sheaffer Pen Co., gave his 
daughter, Rebecca Garrison Waldron, in marriage to Lt. Col. Gordon 
Francis Madding, Army, at a ceremony in Union Presbyterian 
Church, Fort Madison, la... 

Feb. 9 also saw the marriage of Guy Warner Vaughan Jr., son 
of Guy Warner Vaughan, Curtiss - Wright pres., to Mrs. Dorothy 
Foster Symes in the Round-Hill Community Church, Greenwich, 
Conn. . . And Robert Granitz, assoc. ed. of Cosmetic & Drug Pre- 
view, and Mildred H. Doughty, assoc. ed. of Tide, are honeymoon- 
ing in Canada after their marriage Feb. 9... 

After a successful term as pres. of the Irish Fellowship Club of 
Chicago, James M. Cleary, of Roche, Williams & Cleary, has turned 
over the gavel to William H. Dillon, a lawyer. Mr. Cleary now 
becomes an ex officio vice-president, along with Richard J. Finne- 
gan, editor and publisher of the Chicago Times... 

Walter Weir, who recently resigned as v.p. of Kenyon & Eck- 
hardt to help form Brown & Weir, Inc., has a short story entitled 
“On the House,” in the current Good Housekeeping. . . Another 
agency writer is Alfred Eichler, copy chief of Dancer-Fitzgerald- 
Sample, whose new mystery novel, “Death at the Mike,” is out to- 
day. The story, Author Eichler says, has an ad agency and radio 
background, introduces a “breath-taking blonde” who mysteriously 
shows up at a radio rehearsal, and follows with death rewriting the 
finished script. . . 


LOAFER—Doherty, 


Clifford & Shenfield's 

boy for a day, Allison R. Leininger, vice-president 

and ad director of Parents’ Magazine, finds sleep 

easier than sorting. Al went to work for DC&S one 

day and resigned the next—all because he was 

told he couldn't get to an agency party unless 
he was an employe. 


AFA CHIEF—Elon Borton, wearing his new war bonnet, is shown at a mee’- 
ing of the Oklahoma City ad club when he was given the name Chief Tou-tab- 
gah-keah (Man of big talk with honest tongue) as a member of the Kiowes 


of Oklahoma. With him are W. P. Atkinson, Neal Barrett, Chief Saunkea”, 
who conducted the ceremony, and his daughter, Princess Elethia. 


W. B. Way, v.p. and gen’l mgr. of KVOO, Tulsa, an old-timer at 
civic welfare posts, has been appointed treasurer of the Tuls. 
Chamber of Commerce. He was also reelected a director of th 
12th District NAB at its Tulsa meeting early this month... 

Frank M. Folsom, exec. v.p. in charge of the RCA Victor div. 
has been awarded the Medal for Merit by Sec’y of the Navy Fo. 
restal for his wartime services as chief of the procurement branc 
of the office of procurement and material between February, 194: 
and December, 1943. . . And Col. R. H. Hobbs, v.p. and mgr. « 
Irwin Vladimir’s Chicago office, was awarded the Legion of Mer 
for his services during the war at a special ceremony of the W: 
Department on Feb. 12 in the Windy City. 
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EYE’ CATCHERS 


Advertising Age, February 18, 1946 


Ad Council Lists 
Continuing Drives 
for 13 Purposes 


New York, Feb. 13.—The Ad- 
vertising Council listed this week 
13 continuing public service cam- 
paigns and two short-term cam- 
paigns which it had in prepara- 
tion or under way as of Feb. 1. The 
continuing campaigns are: 

Anti - inflation; in cooperation 
with Office of War Mobilization 
and Reconversion and the Treas- 
ury Department; Herman Hettin- 
ger, Crowell-Collier Publishing 
Company, coordinator; Batten, 
Barton, Durstine & Osborn, vol- 
unteer agency. 


Army prestige; in cooperation 


| 


with the U. S. Army; H. M. War-| 


ren, Union Carbide & Carbon 
Company, coordinator; N. W. Ayer 
& Son, volunteer agency; to main- 
tain prestige of the man in uni- 
form and so make easier the re- 
cruitment of a peacetime Army. 


| 


| 


Farm goals; OWMR and Devart- | 


ment of Agriculture; BBDO, vol- 
unteer agency; to encourage farm- 
ers to meet 1946 production goals. 


K&E in Charge 


Fat salvage; OWMR and Depart- 
ment of Agriculture; Kenyon & 
Eckhardt, volunteer agency. 

Forest fire prevention; OWMR 
and Agriculture; R. Z. Eller, Cali- 
fornia Fruit Growers Exchange, 
coordinator; 
ding, volunteer agency. 

Help for hospitals; OWMR, 
United States Public Health Serv- 


| 


Foote, Cone & Bel- 


ice, and American Hospital Asso-| 
ciation; J. Walter Thompson Com-| 
pany, volunteer agency; to recruit} 


nursing and non-nursing personnel 
to fill needs of two-thirds of the 
nation’s hospitals. 

Housing; OWMR, National Hous- 
ing Administration, Federal Hous- 
ing Authority; Marshall Adams, 
Mullins Mfg. Company, coordi- 
nator; Campbell-Ewald Company, 
Detroit, volunteer agency; to help 
make available housing for vet- 
erans, to urge local communities 


to take action, and to emphasize) 


'FREE!...mail this now! ! 
, EVERCATCHERS, Inc. 10 E. 38th St., W. Y. 16 


| 

! Please send FREE proofbook referred to in ad. - 
No obligations. 
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the threat of inflation in the hous- 
ing market. 

Merchant marine recruitment; 
OWMR, War Shipping Adminis- 
tration; Leslie Hickson, National 
Distillers Products Corporation, 
coordinator; Kenyon & Eckhardt, 
volunteer agency. 


Combats Inflation 


“Spend and Save”; OWMR and 
Treasury; Herman Hettinger, 
Crowell-Collier, coordinator; Ed- 
win Bird Wilson, Inc., volunteer 
agency; to encourage budgeting 
and saving as a defense against 
inflation. 

Accident prevention; National 
Safety Council; Carleton Healy, 
Hiram Walker, Inc., coordinator: 
Foote, Cone & Belding, Chicago, 
volunteer agency. 


| ployes and citizens by publicizing 
| their service-acquired assets. 


Timber management; OWMR,|! 
Agriculture; Ellsworth Geist, S. D.| 
Warren Company, coordinator; 
BBDO, volunteer agency; to en- 
courage farmers to plant and har- 
vest their timber crops. 

U. S. savings bonds; OWMR, 
Treasury; J. Walter Thompson 
Company, Young & Rubicam, G. M. 
Basford Company, Joseph Katz| 
Company, volunteer agencies; to 
sell a minimum of $4 billion worth 
of U. S. savings bonds annually. 


Veterans’ Aid Scheduled 


Veterans’ assets; Army and Navy; 
Philip J. Kelly, Carstairs, coor- 
dinator; Ted Bates, Inc., volunteer 
agency; to assist veterans in re- 
establishing their position as em- 


| surance, 
Johnson, Life Insurance Institute, | 


The council’s short-term cam- 


paigns are the Red Cross March | 
fund-raising drive on which Paul 


Ellison, Sylvania Electric, is co- 
ordinator and Ruthrauff & Ryan 
volunteer agency; and the National 
Service Life Insurance drive to 
acquaint veterans 
vantages of keeping their G.I. in- 
for which Holgar J. 


is coordinator and J. Walter 
Thompson Company is volunteer 
agency. 


Appoints Jacobs 

Jacobs Company, Chicago, has 
been appointed to handle adver- 
tising of the postwar line of mat- 
tresses of the National Mattress 
Company, Huntington, W. Va. 
Magazines, newspapers and radio 
will be used. 


with the ad-| 


35 
Appoints Gray V.P. 


Gordon Gray, general manager 
of KOIL, Omaha, and KFOR, Lin- 
|coln, has been elected vice-presi- 
dent and member of the board of 
both operating companies. Melvin 
Drake, manager of KFOR, has 
been elected in a similar capacity. 


At the same time, it was an- 
nounced that a third station, 
WDGY, Minneapolis, had been 


purchased, subject to approval of 
the FCC. 


SIGHS OF LONG LIFE 
FOR QUANTITY BUYERS 


| THE ARTKRAFT” SIGN co. 


| <7 vision 


Artkraft* Manufacturing Corporation 
900 Kibby St., Lima, Ohio, U.S.A. 
| 


*Trodemorks Reg. U.S. Por OF 


I HEY INCLUDE the buyers of most of the nation’s home furnish- 
ings—the executives of the stores that buy the biggest share of the 
Furniture, Bedding, Curtains, Draperies, Floor Coverings, China, 


= 20,071 


most important people 


you could know 


— are the subscribers 


to RETAILING § 


Glassware, Decorative Accessories, Lamps, Housewares, Major Appli- 
ances, Radios and Television Sets. 


THEY ARE LOCATED in 2455 cities and towns. They are the execu- 
tives of the most important 4304 furniture stores, 2063 department 
stores, 1140 home furnishings chain and specialty stores. 


AND THEY READ RETAILING twice weekly for the news that 


Ea (IE YOU SELL HOME FURNISHINGS) 


CARRIES more advertising 


than the next seven home fur- 


guides their daily decisions, for the news that guides their long range 


planning, and for the ads that keep them informed about the products 


of this giant industry. 


THAT’S WHY 787 advertisers advertise in RETAILING regularly. 
That’s why advertisers like Norge and Whitney and General Mills 


(A.B.C.) 
4304 
department 


and General Electric and hundreds of other leaders keep in constant 


contact with these important people through the pages of RETAIL- 
ING. That’s why leading advertising agencies urge clients to sell the 
trade through advertising in RETAILING. And why advertisers pay 
agencies well to prepare ads worthy of so important an audience. 


THERE IS NO OTHER medium like RETAILING. It’s the ONLY 
home furnishings newspaper—indispensable to the home furnishings 
retailer—indispensable to. the manufacturer who wants to sell him. 


WRITE FOR rates, sample 
copies and personal help with 
& your job of selling the trade & 
from a RETAILING selling- 
the-trade expert. 


TAILING’s news 


fer to read the one 


of all the lines they 


furniture 


nishings publications COM- 
BINED. 


TWICE WEEKLY —published 
Monday and Thursday. 


20,071 PAID circulation 


including 9359 in 
stores, 2063 
stores, 1140 chain 


and specialty stores. 


FEW BUYERS buy only fur- 
niture, only bedding, only ra- 
dios or only any one of seven 
other lines covered by RE- 
. Buyers pre- 


publication 


that brings them all the news 


buy. 


ONE of the famous Fairchild 


family of publications 
cludes Women’s Wear 


cations. 


TAILIEN' 


that in- 
Daily, 


Men’s Wear, Footwear News, 
Daily News Record and other 
internationally known publi- 


The ONLY home furnishings _)NEWSpaper 


FAIRCHILD BUILDING, 8 E. 13TH ST., NEW YORK CITY, 3 
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MARKET DATA SHEET READY 


Statistics get staggering when you con- 

template the chain store field. There 

| are 6,735 companies operating 127,025 

| be stores that roll up $15,500,000,000 an- 
Tt nual retail volume. Chain Store Age 
Administration Edition is the monthly 
business paper for chain store execu- 
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af 
tives. Administration Edition ads ap- A 
pear simultaneously in four ABC-ABP +: 
magazines, require one advertising he 
1 plate, have one advertising rate. Write ges 
- for a quick-reading informative sheet Es 
1 breaking down companies and stores $5 
1 in this vast market. Ph 
Bt teest + 
| HEHE AIR CONDITIONING cca | 
(hatetsr CSA Administration Edition for Feb- [BREm§ 
Eretet: ruary analyzes proposed 20 million A = 
obiget:: dollar air conditioning programs of ae 
Soptitets chain stores, gives breakdown of oh 
Abiiti probable expenditures in six chain te 
Gtaeaeees § = store fields. 35 
Gatacsss: sf 
Besaeesss bab 
Lh ld Gon a bee % 
sesesebeae sehe | 
Feesenvtee eke 
Rigssesice ee8e) [ 
Heetiscke $s | 
Retuayescs VARIETY CHAINS to 
sritt USE 35,000 CSA ie 
ESte TRAINING COURSES HS 
+t EACH MONTH Hy 
: he he ; ; sael 
Hid Variety chains use over half a 4: 
farses) million copies of CSA training eos 
sires! courses each year. See-do tech- [Sues 
gress nique improves efficiency of sales at | 
pete: personnel, makes happier custom- cote 
Bisese crs, bigger sales. It's one more PERS 
Beese= indication of how CSA editorial | 
pateece er 
beesess ‘material is used by leading va- 
Sésecs: = riety chains to train personnel. 
Seeeece 
Shahn om. 
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8 Separate Magazines “Passing the Information” 
to America’s Chain Store Decision Men 
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Chain Stores Lose 
fo Independents 
in Madison Sales 


Reports to State 
Show Buying Trend 
in Various Lines 


Madison, Wis., Feb. 14.—Specific 
evidence of the wartime sales 
progress of independent depart- 
ment, grocery, drug and other 
types of stores against their chain 
competitors is offered by the Cap- 
ital Times and Wisconsin State 
Journal in “Retail Sales Data— 
1939 through 1944,” just issued. 

Because Wisconsin insists on in-| 
cluding sales figures in income tax | 
returns, the data on Madison are) 
complete. The figures were com-| 
piled and the charts prepared by 
Newspaper Advertising Service, 
jointly operated by the two eve- 
ning newspapers. 

The population of Madison, cap- 
ital of Wisconsin, is now about 
80,000 and of Dane county about 
130,000. 


Has 10 Department Stores 


The city, for example, has 10 
department stores—five indepen- 


sales of which rose from $6,- 
565,000 in 1939 to $11,107,000 in 
1944. Starting with a combined 
volume of $2,899,000 in 1939, the 
five chain department stores—W. 
T. Grant, Hill’s, Montgomery 
Ward, J. C. Penney and Sears, 
Roebuck—rose to $4,255,000 in 
1942, dipped to $4,035,000 in 1943, | 
and moved up to $4,289,000 in 
1944. 

Meanwhile, the five independent | 
department stores—Baron Bros., | 
Burdick & Murray, Emporium, | 
Manchester’s and Yost’s—gained | 
only slightly between 1939 and | 
1941, from a total of $3,665,000 | 
to $4,054,000. Then their sales | 
curve moved sharply upward to) 
$6,818,000 in 1944, or $2,529,000. 
more than the chains’ total. 


Penney Makes Biggest Gain 


Although, among the chains, | 
Penney showed a gain of about) 


|50% in its proportion of the 10-| 


store total in the six-year period, | 
Grant, Hill’s and Sears, Roebuck | 
all had sharp declines, and Mont-| 
gomery Ward barely held its own. | 

Madison’s variety store volume | 
rose—with some downs and ups| 
between—from $1,215,172 in 1939] 
to $1,547,000 in 1944. These were) 
the combined totals of two Kresge | 
stores and one each of F. W..) 
Grand, L. Wiemann and Wool-| 
worth, all chain store units. Grand | 
and Kresge had slight increases | 
in their share of total variety | 
store volume. Wiemann, a new-| 
comer to Madison in 1939, rose to} 
8.35% of the total in 1944. All of! 
them gained at the expense of| 
Woolworth—the only non-adver- | 
tiser in the group—the percentage 
of which declined from 33.27 in 
1939 to 20.42 in 1944. 


Grocery Chains’ Volume Off 


Sales of 136 Madison grocery 
stores —including 118 indepen- 
dents, and four supermarkets of 


A&P, four supers and seven serv- 


| 000. 
| gan with a total of $2,625,000 and 


| pendents 


ice stores of Kroger and three 
supers of Piggly-Wiggly — ex- 
panded steadily in the six-year 


period from $5,995,000 to $11,436,- 
But whereas the chains be- 
ended with $4,518,000, the inde- 
began with $3,370,000 
and ended with $6,917,000. Per- 
centage of dollar grocery volume 
controlled by chains dropped from 
43.8 to 39.5 in this period, while 


| the percentage of the independents 


rose from 56.2 to 60.5. 
Chain drug stores made a some- 
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JANUARY SALES OF CHAIN STORES 


months: 
months: 


bTwelve 
cTwelve 
dTwelve months: 
eTwelve months: 
fTwelve months: 


1945—$180,307,782; 1944—$175 460,825: 
1945—$67 603,206; 1944—$68 659,128; —1.5. 
1945—$44 318,337; 1944—$42,909 613; +3.3. 
1945—$91 926,009; 1944—$87,258,821; +5.3. 
1945—$74, 392,100; 1944—$59 668,306; +24.7. 


-——————January % Ga 
Food Chains 1946 1945 or Los 
Jewel : as $ 5,539,624 $ 4,573,299 +21.1 
Kroger Groc. & Bak. Co. 38 273,549 33,048,423 +15.8 
National Tea . 9,781,797 7,330,799 +-33.4 
| POU ocincesss 59,278, 186 47,941 552 +23.7 
Group Total $112,873, 156 $ 92,894,073 +21.5 
Mail Order 
| Sears, Roebuck . $105,845.576 $ 74,493,502 +42. 
Spiegel ... 4,412,781 3,128,112 +41.0 
Group Total $110,258, 357 $ 77,621,614 +-42.0 
Drug Chains 
Crown . $ 10,583,663 $ 9,248,697 +14.4 
Peoples 3,268,907 2,791,554 +17.) 
Group Total $ 13,852,570 $ 12,040,251 $15.1 
Variety and Miscellaneous 
Angerman Co., Inc $ 511,261 $ 510,070 +0.2 
A. S. Beck Shoe Corp 2,359 350 | 624,518 +45.2 
Bond Stores ... 4,076,039 3,322,429 +22.7 
Butler Bros. 8,440,314 8,332,882 +1.3 
Edison Bros. : 3,726,188 3,052,078 +22.) 
aFranklin Stores Corp. 1,414,010 | 384,446 +2. 
bGrant, W. T - 11,497,364 10,749,528 +7.0 
eGreen, H. L. 4 480,698 4,520,973 -0.9 
dinterstate Dept. Stores 2,704,448 2,744,818 —1.5 
(eae a ee 14:374.227 14,124:959 Lia 
Kress, S. H... ‘ 9,918,519 9,027,570 +9.9 
Lane Bryant, Inc. 3,530,924 2,905 807 +21.5 
eLerner . , 5 844,712 5,712,881 42.3 
Melville Shoe Corp. 3,366,384 2,114,833 +59.| 
fMercantile Stores Co. 5,001,700 4,657,965 +7.4 
McCrory ; 4,923,516 4,735,454 +-4.0 
Murphy, G. C. 6,319,297 5,958 622 +6.0 
Neisner Bros. 2,383,581 2,292,234 +-4.0 
Newberry, J. J... 6,410,208 6,176,478 +3.8 
Penney, J. C. 36,901,143 36, 324,562 +1.6 
Sterchi Bros. 732,606 378,785 $93.4 
Western Auto 7,265,000 3,716,000 +955 
Woolworth, F. W. 32,602,347 31,476,406 +3.6 
Group Total $178,783,836 $165 844,298 $7.8 
Combined Total $415,767,919 $348, 400,236 4.19.3 
aSeven months: 1946—$14,466,931; 1945—$13,382,495: +8.1. 


+2.7. 


what better showing. The pro- 
portion of the 13 Rennebohm, one 
Liggett and one Walgreen store 
declined from 64.9 to 63.5%, while 
that of the 36 independents rose 
from 35.1 to 36.5%. While the 
volume of the 15 units in the 
chain drug group increased from 
$1,458,000 to $2,729,000 in the six- 
year period, the volume of the 36 
independents climbed from $789,- 


the total by Rennebohm—a local 
chain—expanded, while that of 
Liggett and Walgreen declined. 


Starts Wallpaper Contest 


United Wallpaper, Inc., Chicago, 
ithrough Export Advertising 
| Agency, Chicago, has released a 
| campaign announcing its interna- 
|tional wallpaper design competi- 
| tion, to be conducted in 28 coun- 


000 to $1,569,000. Percentage of| tries. 
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Life is quite full of a number of things—most of which 


concern the people and places you know best. That’s why 


Home Town Gossip packs such a punch as an attention- 


getter. It’s a half hour filled 


with What’s What in Kansas 


City—plus local news—a little western music—and a lot 


of fun—and Kansas Citians like it! 


Home Town Gossip gives your product undivided atten- 


tion. It has what it takes in Kansas City. It’s a partici- 


pating program presented 


by KCMO Monday through 


Friday at 3:30 PM. Your nearest John E. Pearson office 


will be glad to quote availabilities. 


5000 
WATTS 


BASIC STATION 
AMERICAN Broadcasting Co. 


Represented by 
JOHN E. PEARSON 
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NEW YORK e 
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wage increase bringing chaste 


s. Chicago Printing (tre. 1oS3i'so. 

7 The new contracts provide for | 
ise Shops Settle Last continuation of the 40-hour week 
until May 5, after which a 36%4-)| 


= of Wage Disputes hour week will become effective. | 


21.5 wad All contracts will remain in effect | 
C b. 14.— s 
hicage, Feb. 14.-—Cioeed Shop| til the fall of 1947. | 


42.! nmercial printing houses here 
r have, after four months of ne- 
4 0 as . . ct 
x tiation end dispute, signed con- Coast Agency Names 
14.4 tracts with five unions granting 
wage increases and hours conces- Svensson Manager 
15.1 sions on the basis of the contract Robert Svensson, promotion and | 
signed last October with the typo- public relations director for the| 
sraphic union here (AA, Jan. 28).| L°S Angeles Times, has assumed 
The typographers, after a the post of at 
month-long strike, won a $4-a- er menage: © 
; Sn mith, Bull & 
week wage increase, bringing the McCreery, Hcl- 
basic weekly wage for daytime||ywood agency. 
employes to $65.80. Their work With the 
week was reduced from 40 hours| Times for 12 
to 37% hours for six months.|y ears, Mr. 
After March 4, this will automatic- | | Svensson gained 
ally adjust to 36% hours. In FO peer saga Angas 
dition, they obtained a_ second| qi a ett aa 
week of paid vacation and over- 'many outstand- 
time concessions. | ing newspaper 
The Franklin Association, bar-|merchan - R. Svensson 
gaining agency for the printing dising campaigns, promotions and 
shops, has agreed to $4-a-week| public events. 
additional pay for unions repre- —_—_——_— 
| 
| 


senting pressmen, mailers, book- Poppenberg to Church 
binders and paper cutters, and| Astle P b iicaice 
press assistants. The increases with al pes gy ag orl 
bring weekly straight-time wages | 4 merican Soaadoostins Company, 
of pressmen to $65, bookbinders to has been named eastern sales man- 
$56.50, etc. In addition, the bind-| ager for Arthur B. Church Pro- 
ery women’s union has won aj ductions, Kansas City, Mo. 
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Scllevisiou 


20: Century Scheherazade 


Know the meaning of Sellevision and it tells you the 


Scheherazade-like story of KSTP’s unending efforts to 


make of itself a better radio station. Sellevision is 


what we call our tested station betterment policy... 


. EFFECTIVE CIRCULATION... 18,500 
_— epitomizing the long-range thinking and the far-sighted 


rt SYNDICATE STORE MERCHANDISER Now 4 7 : 
Delivers Extra 2000-Copy* Circulation Bonus planning which four years ago resulted in the start of 


Now you can reach 18,500 key buying and merchandise- 

ordering personnel- covering all the worthwhile Variety Syndi- ° ‘ - ‘ 

n- cates... a circulation of 2000 more hand-picked readers selected our continuous state-wide audience promotion and the 
é from thousands of applications that piled up during the paper 
1- shortage. Z — 7 sini 
h The “MERCHANDISER” now delivers nearly twice the effective exclusive merchandising machinery familiar to you as 
, audited circulation of any other publication serving the two 
e billion dollar Variety Store market .. . at the lowest cost 


any way you figure it! Planalyzed Promotion. In short, Sellevision ‘s what 


This is a real circulation bonus 


“SHOOT FOR THE «sno advance in rates. makes KSTP your best buy in Twin Cities’ radio. 


a 01600 WATTS — CLEAR HANDEL 
NORTHWEST'S LEADING RADIO STATION 


EXCLUSIVE NBC AFFILIATE FOR THE TWIN. 
Poss ae ie a MINNEAPOLIS ... ST. PAUL : 


VARIETY STORE 
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79 Madison Ave., New York 16, N.Y. 
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alone! By 


annually for food 


Press and United Press news 


13.2% above corre nding figure 
ee oe a pe of dailies, with a total of 


eh Oe Se Ses ee | 296, 606 lines, were 12.1% ahead. 
Np F 


ports compiled this week by Ap- 


affiliated with Frank Weston Ad- 
vertising Agency, Providence. 


: . . . | 
Three to Join MBS Moser & Cotins Unit FEBRUARY ADVERTISING LINAGE IN FARM PUBLICATIONS 
WJPF, Herrin, Ill.. and KXOX B icks : . 
’ ’ + — : e me | & reist Commercial | Commerci..| 
Sweetwater, Tex., will join MBS co! s Hic G —— Display Display 
March 1 as fulltime affiliates, and| Moser & Cotins New York City | Excluding | Excludin; 
on March 3 KRJF, Miles City,| Corporation, formed four years ago | Birnie Ftp vit 
Mont., joins the network, bringing}by H. L. Hicks and E. Harold -——— Total Advertising - and Classified -Total Advertising, and Classified 
the total to 292 stations. WJPF,}|Greist, has changed its name to} r—1946—, ——1945—, 1946 1945 6 * -— 1045 == 1946 194 
owned by Orville W. Lyerla Oop- Hicks & Greist, Inc., effective Feb. FA Pages Lines Pages Lines Lines Lines | a ee vase Lines Pages Lines Lines’ Lines 
? ’ p o —-- 2 
erates on 250 watts, 1340 ke;|15. The company has no corpor-| FARM MAGAZINES | sna ae 
KXOX, owned by Sweetwater|ate connection with the Utica,|Capper’s Farmer .. 50.3 34,197 43.1 29,326 31,476 27,475 | cio eS. 28.4 20,660 29.7 17,656 18,998 
: . r . inc Country Gentleman. 72.6 49,361 65.8 44,772 44,371 40,949 Yakota Farmer 36.0 27,910 30.0 25,482 21,0 
Radio, inc., on 250 watts, 1240 ke., ast os “ y wre yp hogg- ~ Saes Farm Journal & , ep ev ) Pee 50.0 39,198 47.2 29,658 29,514 
and KRJF, owned by the Miles eccounts handle y fic Farmer’s Wife ... 94.1 40,367 76.3 32,716 36,088 30,756 | Hoard's Dairyman.. 42.6 30.994 36.5 26,520 23,720 St 
City Star, on 250 watts, 1340 kc. Greist, Inc., include American Car Progressive Farmer: . Idaho Farmer... 32.3 24,450 28.5 1,298 19,008 
& Foundry Company; Camille, Carolina-Va. : P Indiana Farmer's G 
“ae Edition ..... 7.2 ,632 45.7 33,322 36,913 30,645 } , ‘a ee ? 3 24.6 3,093 ; 
Inc.; Dixie Cup Company; Downy , . paar rene 2. 41 a 45 : = nts 13 30 64 e. wide easpee <> 21 4 21 83 24.6 9,2 16,093 $4,653 
, a Georgia-Ala. E a. 56.4 41,073 46.2 33, 36,174 31,381 Kansas Farmer 29.1 2,153 9.7 2 16,793 18,7146 
FARM MARKET Products Company; Duo-Haler Ky.-Tenn. W. V. Michigan Farmer... 44.8 34,411 33.6 25,794 30,969 22,875 C¢ 
Company; Eberhard Faber Pencil Edition ........ 55.9 40,750 45.9 33,425 36,351 30,991 | *Missouri Farmer... 5.4 4,203 4.2 3,309 3,783 2,795 
‘ Miss.-La.-Ark. Ed. 53.4 38,856 44.9 32,731 33,826 30,266 Missouri Ruralist... 28.3 21,475 28.1 21,35 17,017 7 
and its LEADERS Company; Fellows. Gear Shaper T ee - roe n se 2 41 $80 44.9 32 717 35,91 . 29 865 Sateesinn Farmer §1.6 39 005 52.3 39,524 31,517 34 Yew 
Caney, (eGmerGs COuee SSOUOren) oO © mamtans, 40.7 04604 €08 29974 00081 s74e0 | Now Sacked 1 7 ; 

: : : . ‘ n all 5 Editions. 46. 34, -38 29,37 30,82 27,58 we ung le . 
Agricultural Leaders’ Digest serves the farm | tion; George Haiss Mfg. Company;| .,.. 5 jeaitions... 56.0 40.798 45.5 32173 35,835 30.630 Mumeetenll <<. 43.2 30,202 42.2 29,521 21,746 22.84) tional 
and farm home market — a buying power of | Hampden Sales Association; Home} southern Agricultur- Ohio Farmer ...... 47.4 36,402 38.3 29,424 33,482 27,09 ers bi 

eane ° a a “ ~ a F ai in _— a _ o¢ 22 6 ) 9 » 317 ¢ 6 8.94 a 
15 billions in 1943. This farm population | Decorators, Inc.; Lewyt Corpora-| ist .............. eA ee SRN 20k She te en ee a ee silence 
ef over 60,000,000 is served by about | tion; Ostermoor & Co.; Pitkin, Inc.; | Successful Farming. 84.0 37,983 74.0 33,245 34,182 30,223 > ehtpaereaceacisal 2.3 18,384 10.7 11,620 13,384 11,620 of a W 
“iyi A ; 7 . — i ememnes ORs Serene. aerireres -ennsylvania Farmer 44.2 33,912 f 375 31,216 29 - 
28,000 official extension and vocational | Prima Products, Inc.; Roger &/ ,.... ae ae 616.4 390,605 518.8 328.361 346,978 302,802 pean) ania Farmer 44.3 ~ 3 -e _ a s are et 1.500 
leaders — men and women who advise on | Gallet; Rubber Corporation of eee es nee. ware petite nth ments 
: . allaces’ Farmer & , 
methods and products that will bestimprove | America, and Titeflex, Inc. FARM PAPERS a ieee. 54.2 42,474 48.9 38,300 34,869 30,424 ) 
farms and farm homes. No farm selling a eeeaine Washington Farmer 32.0 24,226 28.6 21,618 21,410 19,205 
i H . a thies: *aWestern Farm ——— 
program is complete unless it includes these waa oi ip brat es ee ee , 
tithes Geom hnnihtin titan Appoints Mrs. Harper Auricettutal Leatere tite eee 157.5 128,473 127.4 99,908 16,629 20,080 y 
a aed 95.3 re °e 5 . 56 5.096 Tisconsi Agric Q q 
Mrs. George Anundsen Harper, PR RP ee 25.3 4,956 26.0 5,096 4,956 ,096 re Oe un. sides. tga bin wena alles | 
NBP AGRICULTURAL CCA associated with Montgomery Ward |“ Grower .......... 27.5 11,804 22.5 9,696 11,375 9,410 ae < : a | | 
LEADERS’ DIGEST & Co. for the past 12 years, has} american Poultry = a 698.4 535,109 639.7 489,881 454,652 421,890 
j i = Journal: -Weeklies—January: 
139 N. Clark St., Chicago 2 been appointed oy: 4 chief of Mar Eastern Edition... 78.1 33,527 68.4 29,363 14,171 12,676 *Dairyman’s League 
shall Field & Co., Chicago. Central Edition... 66.5 58.2 24,984 12,531 11,634 Se eee eee 0.1 7,875 7.8 5,804 6,065 4,116 j 
Western Edition... 52.0 21 47.2 20,271 10,715 11,094 Prairie Farmer 96.0 41,267 48.0 34,793 33,217 27,541 j 
*In all 3 Editions.. 46.1 19,793 41.6 17,836 10,346 10.434 om _ { 
+Better* Farming Total Group..... 56.0 41,267 48.0 34,793 33,217 27,541 t 
MethGGs . ..50 255 27.2 11,670 21.2 4,461 11,670 4,461 Weeklies—January : j 
Better Prune .<..isss FR.H 2718 16.6 6,561 10,715 6.561 Capper’s Weekly.... 7.4 16,625 8.8 19,732 9,727 12,814 ' 
Breeder's Gazette... 26.1 11,744 24.5 11,010 8,386 9,030 Weekly Kansas City ; sae } 
California Citrograph 24.0 16,380 18.0 12,502 16,380 12,502 EOE, od one AG-6 38,285 16.5 59,818 20,088 39.068 
Carolina Co-operator 10.5 4,397 9.3 3,904 4,331 3,822 P co a Fr "* SP rigs grr ee = | 
The Cattleman..... 89.5 37,607 71.2 29,879 14,143 14,451 ho ait ts 22.9 54,908 26.0 59,550 34,760 41,882 
Electricity on the Chicago Daily Drovers 
os ee ee 19.8 7,078 14.5 5,176 7,078 5,176 . ” evs ¢f£ ~ ea Te 
= ae & on Gan ee on wa Pay yh Journal 31.0 66,706 274.7 59,017 40,316 34,676 
Farm and Ranch... 35.3 26,795 33.0 25,001 22,099 20,742 Kansas City Daily: | 
Florida Grower..... 19.2 13,042 16.8 11,404 12,471 10,840 Drovers Telegram. 37.7 80.244 33.9 72,274 50.916 48.847 
Kentucky Farmers Omaha Daily Jour- 
i j | Home Journal.... 19.6 15,163 16.0 12,507 12,884 10,588 nal-Stockman . 41.9 89,262 37.6 80,161 59,973 57,880 NA 
arries every day in the week!) >see ane cr oats bal ii 
ad PIOWE cc ccctatones 2.5 », 230 1.5 3,344 5,138 3,248 Stock Reporter 28.3 60,394 25.0 53,240 46,344 41,659 
National Live Stock , — 
Producer ........ 1.0 5.103 8.6 6,255 1,764 », 285 Total Group. 138.9 296,606 124.2 264,692 197,549 183,062 a 
New Jersey Farm 
and Garden .... 47.0 21,149 39.3 17,716 17,933 14,568 *Not included in totals. presen 
Ohio Farm Bureau ‘Published monthly; formerly every other month. . e 
| eee ean 15.0 6,751 17.9 8,050 6,419 7,752 aAnnual Livestock Review Number curren 
| Poultry Tribune: strikes 
Eastern Edition.. 78.7 33,775 17,221 16,470 CANADIAN 
Central Edition... 69.1 9,629 16,362 16,081 *Canadian Country ment | 
Western Editon... 56.4 24,218 13,949 14,537 RAO i keeecs ts . 28.0 19,594 21.7 15,195 14,391 11,152 000 wi 
Pacific Edition... 63.7 23,047 13,895 14,321 Country Guide, The 33. 7 24,290 27.1 19,899 24,290 19,899 ; 
*In all 4 Editions. . 48.1 20,629 13,470 13,610 | Family Herald & thus f 
|*Southern Farmer.. 5.3 4,199 3,652 4,199 | Weekly Star: P renee ‘ ‘ The 
Southern Planter... 31.9 22,357 24,522 20,228 Sastern “dition. 74.7 74,662 63.7 63,720 4,905 38,803 450 d 
ak te apres: *Western Edition. 63.0 63,005 51.6 51,626 41,483 35.333 a “ 
Western Dairy Jour- " “ ’ ’ 
DAE kai geengrss v.45 46.5 19,534 34.9 14,679 8,914 6,132 | Farm & Ranch paw ae ne more | 
Western Livestock PF tote ph eAEA Ds 10.0 2,658 32.0 12,906 11,373 11,080 trv V 
Journal .. woes 05.4 40,084 88.0 86,995 14,672 10,465 | “7Stmers Acvocate ‘ ~ 
; : jap ! & Home Magazine. 31.9 21,717 26.5 18,482 15,307 13,886 “ever 
Total Group 1,088.4 502,410 942.4 431,880 305,223 277,171 | varcmecs Byagatine. 51.8 21,7 26.0 19,738 19,128 16,725 ‘wae 
: “aigppetee’ Be +b ape aaa 7 seooetis*** | *Free Press Prairie s 
Monthlies—January : | Farmer ...... . 84.3 94,893 84.3 94,886 47,152 47,183 them : 
*Arkansas Farmer.. 11.2 7,651 12.5 9,420 7,651 9,420 a* Western Producer 4.7 58,551 37.0 39,621 28,312 19.599 4sas 
: ; ‘ Citir 
Farmer-Stockman.. 30.0 22,694 23.0 17,310 20,673 15,830 | Fete i Snes AU 
Idaho Granger ..... 8.4 9,156 8.1 8,795 9,156 8,795 | Total Group...... 440.4 391,111 369.9 36,073 246,286 213.658 perity, 
| Nation’s Agriculture 11.8 5,326 13.6 6,125 5,326 6,125 | ——— ever 
—_—_ —— — - : ——— ——— | *January linage. : 
Total Group...... 50.2 37,176 44.7 32,230 35,155 30,750 aFive issues 1946; four issues 1945. strikes 
ARE THE FACTS ecang 
a EE 
HERE . « . ;ago, while February issues of| bakery, has placed its advertising result 
Farm Publications | monthly farm papers, with a total| account with Ben Kaplan, Provi- Jj™ade_ 
lle ° - | of 502,410 lines, were up 16.3%. |dence. Radio and newspapers will As 
a Mark Up 13% Gain Monthlies reporting for January | be used. Rhode Island Pearl Com- says ' 
Chicane, Seb. 18.-Sebruney is- carried 37,176 lines, a 15.3% gain.|Pany, manufacturing jeweler, has possib! 
’ - lot y : ; hli ith 53 also appointed the agency. Trade losses 
1] || January semi-mont ies, with 535,- OPE ; 
sues of farm publications, as well ; blicat ll b eke 
: sani: | Publications will be used. Both frozen 
th ‘ ti f Januar 109 lines, were up 9.2%. Bi-week- - , 
as ose reporting for January, | ; accounts were previously handled produc 
. : increased their advertising volume) lies, Which ran 41,267 lines during by Mr. Kaplan while he was aes 
@ Houston spends $84,657,000 and offering both Associated | January, gained 18.6%. January S made. 


: 


i : dian Also 
ar the greatest food market in : VERTISING AGE. | February issues of Cana : ; , 
far the gre ' dispatches. The only drop in linage was re- | farm publications carried a total Appoints Claude Whipple ment 
the South! The Houston Post ported by weeklies, whose January | jof 391,111 lines, up 16.4% from] Claude E. Whipple Advertising, high ti 
a ‘ @ Houston Post carries 25 of| volume, 54,908 lines, was 7.8% | the corresponding figure for a year} Detroit, has been appointed adver- produc 
leads the whole nation in retail below the corresponding period of | 80. tising representative for the Con- 


grocery lineage . . . proving 


that Post advertising gets bet- 


ter results! 


@ Advertisers know that the 


Houston Post is 94.6% door 


mailed ...a 


The 


delivered or 


family-read newspaper. 
Post carries many features that 


appeal to every member of the 


family. 


the most popular comic strips 
in America. Another good 
reason why it gets such com- 


plete family reading! 


@ Houston is a great and ex- 
panding market. The Post has 
proved itself to be the best 
medium for reaching this great 
market. Try the Post... and 


you, too, will find that you get 


@ Only Houston paper carry- the most from the Houston 
ing a complete market page Post. 


THE HOUSTON POST 


Represented by Burke, Kuipers & Mahoney, Ine. 


1945. 

Farm magazines, with 390,605 
lines of advertising in February 
issues, were 19% ahead of a year 


Two Name Kaplan 


Korb Baking Company, Provi- 
dence, R. I., wholesale and retail 


gress Die Casting division of Con- 
gress Tool & Die Company, Detroit 
Advertising will be directed chief) 
to manufacturers of original equip- 
ment. 
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$700, 000 Series 
by NAM Tackles 
Joday's Problems 


Strikes, Inflation, 
Government Spending 
Covered in Campaign 


New York, Feb. 14.—The Na- 
tional Association of Manufactur- 
ers broke 13 months’ advertising 
silence this week with the start 
of a weekly series of full-page and 
1500 line newspaper advertise- 
ments, through Benton & Bowles, 


pu eae 8 


— 
i 
| 


| LET'S TAKE STOCK 
| NOW 


NATIONAL ASSOCIATION OF MANUFACTURERS 
* . 
| 


108 A SETTER ToMORSOW FoR EvERTE 


= 


— ice on 


presenting its viewpoint on such 
current economic problems. as 
strikes, price ceilings and govern- 
ment spending. More than $200,- 
000 will be spent for the four ads 
thus far scheduled. 

The first, scheduled for about 
450 dailies in cities of 50,000 and 
more population and for 150 coun- 
try weeklies, emphasizes that 
‘everybody wants goods” and that 
“manufacturers want to make 
them for you.” 

Citing “three roadblocks to pros- 
verity,” the ad says that, “what- 
ever their justice or injustice, 
strikes paralyze production, force 
people to use up their savings and 
result in losses that can never be 
made up.” 

As for price ceilings, the ad 
says that “full production isn’t 
possible when industry suffers 
losses because of rising cOsts and 
frozen prices. Price ceilings limit 
production—goods just don’t get 
made.” 


Taxes Hurt Production 


Also, “continued huge govern- 
ment spending means continued 
high taxes. High taxes discourage 
production, hinder the creation of 


COLLINS, 
MILLER & 


jobs, and leave you less to spend.” 

NAM urges a labor policy “fair” 
to labor, management and the 
public; removal of the “shackles of 
price control on manufactured 
goods,” reduction of federal spend- 
ing and “balancing the federal 
budget by the 1947 fiscal year at 
a level of income and outgo that 
the taxpayers can stand.” 

The second insertion, next week, 
will be titled, “Let’s tackle infla- 
tion while we can.” Themes of the 
others were not announced. Al- 
though plans have not been de- 
termined, it is expected that the 
current series will be the start 
of a sustained campaign, for which 
the NAM would spend about $1,- 
000,000 this year. Plans for maga- 
zines, radio and other media have 
not yet been formally discussed. 


The campaign is supervised by| rector of American Broadcasting | 


the public relations committee, of 
which Colby M. Chester, General 
Foods Corporation, is chairman, 
and is directed by Holcombe 
Parkes, vice-president in charge of 
public relations, Charles Gannon, 
vice-president of Benton & Bowles, 
is account executive. 

The weekly newspapers on the 
schedule are all published in home 
towns of Congressmen and Sena- 
tors. The daily newspapers are 
published in major industrial areas 
throughout the country. Included 
are all cities of more than 250,000, 
and most cities of 100,000-250,000 
and 50,000-100,000. Exceptions are 
some “suburban” cities, such as 
Cambridge, Mass. 

G. W. (Johnny) Johnstone, for- 
merly news and special events di- 


Company, has joined NAM as 
radio director. Wm. S. Rainey, 
until now in charge of NAM radio, 
becomes radio production super- 
visor. 


Runs Aircraft Series 


United Aircraft Corporation, 
East Hartford, Conn., has begun 
a spread campaign in The Satur- 
day Evening Post and Time 
through Platt- Forbes, Inc., New 
York. The new campaign will tell 
the story of the new uses of air- 
craft and the development of 
aviation. 


Promotes Hoefner 


Jean Hoefner, formerly in the 
sales department of Barcalo Mfg. 
Company, Buffalo, has been ap- 
pointed advertising manager. 


39 
Goodson Joins McKim 


Robert E. Goodson, formerly on 
the advertising staff of the Globe 
and Mail, Toronto, has joined Mc- 
Kim Advertising, Montreal, as 
copywriter. 


Appoints Dalton 

G. & Dalton, assistant to I. R. 
Dowie, vice-president of sales, 
Canadian Breweries, has been ap- 
pointed sales manager of Carling 
Breweries, Waterloo, Ont. 


INBDIANAPOLIE 
INDIANA 


N FEBRUARY 10th, 1886, The Progressive Farmer 

was founded in Winston-Salem, N. C., by Colonel 
Leonidas Lafayette Polk, hero of Gettysburg and one 

of the truly great agricultural leaders. His equipment 
was the part-time use of a country newspaper press, a 
circulation of 475, and a resolute determination “to fight 
for better things for the farmer,” 


It took courage to start a new farm magazine in the face of national 
financial stress, with the South still in the throes of Reconstruction. But courage 


was Colonel Polk’s chief asset. That he had the right convictions is demonstrated 
by the fact that virtually all of his dreams for both the South and The Progressive 
Farmer have been realized during the last 60 years. 


February, 1946, finds The Progressive Farmer serving nearly a million sub- 


scribers in the 14 Southern states, with five big separate editions localized to five 

distinct agricultural regions. Colonel Polk blazed the trail toward “better things.” | 
Clarence Poe, Tait Butler, John Pearson and B. W. Kilgore widened it into a 
highway. These men have made The Progressive Farmer and through it have 
contr¢buted greatly to the historic progress of the South. 


The South is no longer dependent upon one-row cultivation of a one-crop 


system of farming. Diversification and power farming are the doctrine of 
Dixie. Livestock and livestock products have captured King Cotton’s 


throne, and the South’s annual cash farm income is $534 BILLION ... 


more than four times average annual farm income for the entire Nation 


during Colonel Polk’s lifetime. 


“Better things for the farmer” . . 
. better homes and schools.. 


ment.. 


ship ... better government . . 


. better methods and equip- 
. better agricultural leader- 


. these and other dreams have 


been realized. But the horizon is always just ahead. Each 
new advance poses new problems, sets new goals, 


creates new aspirations. 


“Better and better 


things for the farmer” continues to be 
the aim and purpose of the South’s 
leading magazine. 


The South Subscribes to THE PROGRESSIVE FARMER 


Advertising Offices: siRMINGHAM, RALEIGH, MEMPHIS, DALLAS, NEW YORK, CHICAGO 


Pacific Coast Representative: Edward S. Townsend Co., San Francisco, Los Angeles : 
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. ,the association, is chairman of the 
ANA to Meet in Rye program committee. Details of . GENERAL WOMEN’S STANDARD 
April 15-18 the program will be announced -—/1946— 1945 —/946— 1945 —/199E —\ /9%5 
The Association of National Ad- | /ater. MAG AZ| NE tg eee OO ieee OO ee ME a 
. vertisers will hold a semi-annual ae . 
meeting, open only to executives} AFA Announces Sixth L| 1400 30 — 
of ANA member companies, at ’ = = 
the Westchester Country Club, Annual Award Contest og 
Rye, N. Y., April 15-18. | The Advertising Federation of 1200- 
Thomas H. Young, director of | America has announced the open- 
advertising, United States Rubber|ing of its sixth annual awards 1,000-— 
Company, and vice-chairman of|competition “for outstanding ad- 
vertising club achievement,” with 
entries to close May 1 and win- OUTDOOR JUVENILE WEEKLIES CANADIAN ‘ 
ners to be announced at the AFA —/946— /945 ——1946 —~ 1945 1945 1946 1945 —/94E— 1995 %: 
convention in Milwaukee May JAN. FEB FEB JAN. FEB. FEB. DEC. JAN. JAM. JAN. FEB. FEB. — 
— ae 60 — a 26-29. 150 — 40- ,800-— 
/ = a ay Chairman of the jury of awards 
| INDUSTRIES | is Philip J. Kelly, vice-president 125 — 30- 1600— 
= eh ee of Carstairs Distillers Corporation 
S|, 8 ’ meNN 
* New York. 100— 20-— 1 400— seine 
ee 4 on Re wa 
== Preston Elected 15— 1O— ,200- MENNEN 
ye Lawrence G. Preston, for the 1046 seest 
i ane east eee yiee-sereeres in and baby 
> charge of sales o merican Maize . 
| RACINE  ([eaenroececa FEBRUARY ADVERTISING LINAGE IN NATIONAL MAGAZINES A ee 
; A GOOD MARKET been named executive vice-presi- -—1946—, -—1945— —1946—, 19 45—, ull pages 
: dent. Pages Lines Pages Lines Pages Lines Pages Lines omen's 
9, Jnicicteienataaaaiaaiote GENERAL Woman's OGY ..<iccns 47.0 20,172 43.2 18,5 , 
. WISCONSINS SECOND : Ace Fiction Group..... 10.5 2,352 9.0 2,016 | Woman’s Home ‘| Bikiesewette 
| INDUSTRIAL AREA Appoints Kelley American Magazine .. 66.0 27,749 59.0 24,785 Companion ......... 72.3 49,129 62.5 42,512 
J. Robert Kelley, assistant to pbc a (aes 7.5 3,150 11.0 4,620 eS — 
: ; ; merican Home ...... 57.6 36,413 49.7 31,401 yo Re) 2,956.9 1,490,747 2,457.6 1,239,240 
/ The JOURNAL-TIMES ag? peggy . eraming, Maxwell American Legion ..... 24.7 10,322 24.0 10,165 STANDARD ; 
| RACINE, WISCONSIN THE ALLiH IAPR CO PEPRESENTAINGS & Moore, Bridgeport, Conn., has Asia & the Americas 1.8 TRQ5 ” 715 ios . — c 2 9 917 5171. 
been appointed executive vice- sia € me ricas.. .& 785 1.7 715 Amer ican Mercury .... 6.6 1,193 12.7 2,317 
ident Better Homes & Atlantic Monthly ..... 32.5 13,650 44.0 18,480 
DECKICETS. Gardens ........... 85.0 53,787 58.0 36,748 | Harper's Magazine ... 32.5 7,759 44.5 10,585 rou 
*Christian Herald .... 37.5 16,102 27.5 11,797 —_—__—. ‘ 
) eS a i eee 5.0 3,426 5.7 3,867 Total Group ....:... 71.6 22,602 101.2 31,382 it ’ 
COSMODGIIIGN . 64.6 ss 6s 81.3 34,865 69.2 29,662 OUTDOOR | S ' 
*Dell Detective Group. 24.3 10,438 sche: @ Sere gue American Rifleman ... 28.8 12,110 27.7 11,613 . 
Dun’s Review ........ 39.8 17,062 34.4 14,769 | +Field & Stream...... 65.0 27,912 52.0 21.865 fm Chicag 
| Oo eR Ss re 12.1 5,455 14.4 4,873 | Fur-Fish-Game ....... 20.9 8,965 14.9 6,382 Merence ¢ 
Esquire (Natl.) ...... 71.4 47,950 57.6 38,732 | Hunting & Fishing... 25.7 10,782 14.6 6,147 BRess Or 
| eae 16.4 11,306 14.8 10,216 | ¢Outdoor Life ........ 53.2 22,362 54.0 22,635 Bi bvin 
UMN ahicte 2 ard staus ss 159.5 100,804 161.5 102,068 | Outdoors ............. 20.9 8,784 16.6 6,973 [poly ns 
Grade Teacher, The... 32.5 14,333 25.6 11,300 | Sports Afield ......... 46.0 19,673 42.0 17,708 IBY Frede 
House Beautiful ...... 90.7 57,339 78.1 49,343 ——<—S-_—s ———————— ——_ o plans 
House & Garden...... 66.2 41,815 64.3 40,649 Otel GYOUP <6. .605 260.5 110,588 221.8 93,323 milar t 
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Macfadden Men's Grp.. 25.7 10,774 22.8 9,504 | Boys’ Life ........... 16.8 11,447 17.3 11,724 umber 
Mechanix Illustrated . 68.8 15,420 63.0 14,103 Calling All Girls...... 22.1 8,424 22.9 8,720 papers. 
Motor Boating ... sees 88.5 52,014 82.8 48,657 nn 3.2 1,356 2.8 1,159 The re 
National Geographic.. 33.0 7,854 33.0 7,854 Open Road for Boys.. 10.9 4,571 7.4 3,125 0.000 O 
7Nation’s Business ... 59.9 25,689 58.6 25,142 ee a ee eee ee = 
; Nature Magazine ..... 1.7 730 3.9 1,657 Total Group ........ 67.4 31,991 60.0 28,764 geusinesse 
} | SERVER CA VCE ee eee 13.5 9,180 15.1 10,285 WEEKLIES—January n-Amer 
) Popular Mechanics ... 144.8 32,428 123.6 27,692 | American Weekly..... 60.0 60,060 61.5 61,461 Bor’ ” wi 
Popular Publications . 16.5 3,704 14.6 3,276 Business Week ...... 268.2 112,648 299.5 125,783 hit ; 
Popular Science ...... 132.5 29,681 135.0 30,156 eChristian Advocate .. 15.9 6,695 12.5 5,254 wong 
Redbook ............. 52.6 22,582 53.4 22,910 | Collier’s .............. 140.0 95,197 115.0 78,202 je Comm 
Rr ee errr 8.7 a7és 63°18 Be ewe 94.2 40,421 95.3 40,901 BRittsburg 
Scientific American ... 10.0 4,659 18.0 7,595 Family Circle ........ 47.0 20,204 47.0 19,963 erald T 
Street & Smith All oo eR rere ore 34.0 14,585 38.9 16,727 Ba wall 
Fiction Group ...... 5.0 930 4.0 22) PR Rae: 46.3 28.092 44.3 25,312 mec "a 
. 0] DE ane ee 39.0 16,557 33.0 14,010 NES ee an are ee 84.6 36,294 98.6 42.283 Best larg 
Thrilling Group ...... 20.9 4,673 17.1 * 22 °Seet eerie 234.0 159,543 210.0 142,765 Hganizat 
Town & Country...... 157.5 105,812 114.0 76,601 ree ieee ee 60.9 41,443 57.5 39,098 1 reque 
sg rie ere 30.0 12,837 17.0 7,314 | bDNewsweek .......... 236.8 99,456 257.9 108,310 | 
/ WOOMEIOS ois ce icecias 96.3 56,624 78.9 46,393 | New York Times mmerce 
| . - Magazine ........... 104.0 88,351 100.0 85,036 BReNS Org 
| Total Group ........ 1,921.5 932,350 1,698.9 811,831 | New Yorker .......... 185.1 79,414 148.3 63,637 [§ Confers 
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ee sre rere 167.0 71,643 99.0 42,471 Eee eae ae 37.1 15,842 50.2 21,073 ¥ 
) ee SC r er eee ee 184.2 79,007 116.5 BUOes. 1 Ween wc es nae 25.9 18,536 25.7 18,336 sed of 
Good Housekeeping .. 114.4 49,202 99.7 42,778 | Saturday Evening Post 243.4 165,495 208.0 141,415 BS 260 
Harper's Bazaar ...... 244.6 154,575 168.1 106,229 Saturday Review of siness 
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Ladies’ Home Journal. 129.9 88,340 94.0 63,886 | This Week Magazine.. 38.9 32,096 37.1 30,586 mee draft 
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: BEOVOGIEEG 6 iccssesecas 46.7 20,031 32.7 14,044 7Page size changed. 
! ! BUOVeR EAEO icc ksievis. 49.6 21,286 38.0 16,322 aOne issue 1946; two issues 1945. ppoir 
u - W Movie Stars Parade... 50.6 21,739 38.0 16,324 bFour issues 1946; five issues 1945. ; 
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There is such a thing as PERPETUAL proMO- RE. sctaksasennet s+ 88.0 37,734 95.4 40,917 CANADIAN 4 his. 
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: : : : ’ Py er ee 54.9 23,554 52.0 22,308 SOREL gic sce saves 41.9 28,491 32.2 21,917 ws 
or wear, keep turning in the advertiser’s behalf Zadio Mirror (Mac)... 45.6 19,548 43.5 18,651 | Canadian Homes & hool ar 
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Screen Guide ......... 24.1 16,372 32.2 REGO f PEAMOIED 8 vic sss as tees 25.8 11,047 30.0 12,836 Hom 
the contract, PERPETUAL proMOTION takes Screen Romances ..... 62.8 26,936 60.4 25,892 | Maclean's ............ 47.6 32,377 47.1 32,055 Mllec bw 
EE, -anc We Suey y-s5c 29.7 12,727 23.0 eS ere 65.4 43,973 41.9 28,125 } 
—1fi1171 ‘ ‘ OS ee eer 102.2 69,472 95.1 64,662 National Home 
over—utilizing time tested methods to win new Today’s Woman ...... 22.8 9.758 14.3 6,130 ee i oe 24.0 16,090 22.0 14,706 
: ° : . : ’ True Confessions (F). 67.6 29,009 62.0 26,570 | New World .......... 23.0 15,633 15.0 10,710 
friends and ‘influence listeners in the advertiser’s Sonn Manectanun Revue Moderne, La... 21.5 14649 17.8 12,117 
F CMO. isasccavauwss 52.2 22,401 46.1 19,777 | Revue Populaire, La... 24.8 17,339 22.5 15,770 
behalf. Chances are =— if you True Love Stories PONE, EAE gens 046804 18.8 13,184 23.4 16,368 
’ a A ere 51.3 22,009 46.1 19,764 —nnTes - 
subscribe to KMBC’s facil- True Romances ...... 53.9 23,105 51.9 22,265 Total Group ........ 361.8 239,512 311.8 205,105 
True BeOS i. cisadeds 75.7 31,999 78.0 33,309 —_ 
2 @ - ’ . > 'T’ x07 iss : 97 vd vd 8.5 5 7 * Te ary re 
ities, some evidence of PER- Vogue (Two issues)... 276.7 174,879 238.5 150,701 January linage. 
PETUAL proMOTION is Pittsb h Pl Gl for the paint, glass and chemical|up. Contract is for 52 weeks for = 
ittsburgh Plate Glass divisions of the c ; will re-|a $4,000 weekly pack Agen: y 
tale now im che maile cn , ivisions of the company will re-ja $4, wee M package. gency 
rg Maps $250,000 Campaign main essentially the same as last|is Morse International, Inc., Ne\ 
ree . Pittsburgh Plate Glass Company, | year. | York. 
the way to you. Pittsburgh, will spend $250,000 in ———————__ ——— 
newspapers, with copy placement | ae 1 
starting in the fall or sooner if Matchabelli to ABC Appoint Donovan & he 
materials become available, to pro- Prince Matchabelli, Inc.. New Thomas Agency 1 ae 
mote “color dynamics,” described | York, formerly on CBS and prior International Appliance Corp: - §§p ip 
as an exclusive process for using|to that on NBC with its “Stradi-| ration, Brooklyn, manufacturer «f fhe: jot 
energy in color. Originating as a| vari Orchestra” program, is start-| electric table appliances, and A. » fihp te 
color process to brighten factories,|ing the musical series on the! Rittenhouse Company, Honeoye aa 
OF KANSAS CITY it has been perfected for home use,| American Broadcasting Company | Falls, N. Y., manufacturer of elec- fJpj, <¢1, 
FREE & PETERS, INC the company reports. Maxon, Inc.,| Feb. 24. Program will be heard|tric door chimes and_ appliance, §,, 
, : New York, is the agency for this| Sunday, 12:30-1 p.m., EST, for the|have appointed Donovan 


division. |company’s perfume products on a| Thomas, New York, to handle ther 
SINCE 1928 — BASIC CBS STATION FOR MISSOURI AND KANSAS | Tota! advertising appropriations | split network not yet fully lined | advertising. a t 
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MENNEN TO WOMEN—Starting the 
1946 season for its antiseptic baby oil 
and baby powder, Mennen Co., New- 
ark, is offering a free "Baby Bundle" of 
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‘Promotes Toiletries 

| Henri Company, Chicago, maker 
of Charter House men’s toiletries, 
has scheduled an extensive na- 
tional advertising campaign in 
Esquire, Harper’s Bazaar and other 
magazines. Kuttner & Kuttner is 
the agency. 


Names Blaine-Thompson 


J. V. Pilcher Company, Louis- 
ville, maker of compacts and cig- 
aret cases, has appointed Blaine- 
Thompson Company to direct its 
advertising. Magazines, newspa- 
pers and business papers will be 
used. 


O’Connell to Hahn 


Edward J. O’Connell, formerly 
with D. P. Brother & Co., has 
joined Marvin Hahn Agency, De- 
troit, as production manager. 


Hennen to Handle 
Sales for Semler; 


$2,800,000 Budget 


New Canaan, Conn., Feb. 13.— 
Edward H. Hennen, for 17 years 
an account executive with Erwin, 
Wasey & Co., New York, has joined 
R. B. Semler, Inv., maker of 
Kreml hair tonic and shampoo, 
as jvice-president in charge of 
sales. 

Mr. Hennen has handled the 
Kreml] account since 1932 and for 
several years has been a director 
of the Semler company. He has 
also been executive on Barbasol, 
Pertussin and Zonite accounts. 

Semler plans to boost adver- 
tising expenditures from $2,400,- 


45—~ 
Lines 
18,541 


ive items to prospective mothers via 
ull pages in Life and a number of 
omen's magazines. The agency is 


Kiesewetter, Wetterau & Baker, New 


York. 


000 in 1945 to about $2,800,000 
this year. The magazine expendi- 
ture is being increased from $700,- 
000 to $900,000. The company 
spent $260,000 in newspapers in 
1945, but has not yet determined 
the 1946 budget in this medium. 
The remainder will be devoted to 
the Gabriel Heatter news com- 
mentary series on Mutual and an 
increased list of stations for spot 
broadcasts. 


Andler Named V. P. 


William R. Andler, formerly 


41 


Young Joins Wagenseil 

G. W. Young, director of pub- 
licity and journalism at Ohio 
Wesleyan University, has resigned 
to join Hugo Wagenseil Advertis- 
ing Agency, Dayton, O. 


Appoints Volkmann 

Hammer Galleries of Fifth Ave- 
nue, New York, has appointed 
Volkmann Advertising Agency, 
New York, to handle its adver- 
tising. 


president and director of Ritchie | 


& Janvier, Inc., has become vice- | 


president in charge of sales and 
advertising of Walker Company, 
Middleboro, Mass., maker of Wal- 
ker electric heating pads, Leek- 
pruf ice bags and associated prod- 
ucts. 


ee 


THE LETTER SHOP, Inc. 
431 S. Dearborn St., Chicago 5, Illimeis 


42,512 
239,240 2 
,,, mall Business 
18,480 f 
ios Saroup’s One Ad 
299 . ’ ° ’ 
°°: Hits ‘Big Labor 
on Chicago, Feb. 12.—The Con- 
6,382 HJerence of American Small Busi- 
ry ess Organizations, right - wing 
eet bbying organization here headed 
17.708 |py Frederick A. Virkus, has made 
_ o plans for future advertisements | 
93,323 Bimilar to a 1,000-line ad against | 
Big Labor” which it placed in a| 
4,036 
11°724 umber of metropolitan news- | 
8,720 Mpapers. 
1,159 7 The recent ad, captioned, “7,- | 
3,125 750,000 Owners of American Small 
28.764 usinesses Hit Back Against the | 
n-American Owners of ‘Big La- | 
61,461 Mor,’ which has appeared in the | 
125,08! BRhicago Tribune, Chicago Journal | 
78/292 Ig Commerce, Detroit Free Press, 
40,901 fRittsburgh Post Gazette, New York | 
19,963 Herald Tribune, New York Times | 
ap ob id Wall Street Journal, was the} 
42.283 st large-scale promotion by the | 
142,765 /ganization. Cuts were furnished | 
sana 1 request to several chambers of | 
""" HPmmerce ahd other business 
95.036 een’s organizations. 
63,637 J Conference spokesmen said here 
as ane hay that the conference is com- 
18.336 sed of organizations represent- 
141,415 #B¢ 260 industries and 600,000 
_ Bsiness firms. Chief activity of 
eit e conference, it was asserted, is 
30.586 ee Grafting of labor-control and 
120,026 fRher legislation in the interest of | 
71,077 Mfotecting the free enterprise sys- | 
239,278 
CAE Advances Dozer; 
ppoints Schroeder | 
Carl Dozer, who returned to! 
CAE, the American Broadcast- | 
g Company outlet in Pittsburgh, | 
ran ter his release from the Marines, 
‘Lincs Leen promoted to sales man- 
fer of the station. He joined 
21,917 MCAE in 1934 while attending | 
n0ol and in 1938 moved to the | 
16,659 fRtion’s sales department. 
23,802 [Bob Schroeder, recently released | 
12,86 Hom the Marines, has joined the | 
9 les staff. 
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tiction 


First-person fiction strumming on quiver- 
ing heart strings fills 85% of the editorial 
pages in REAL STORY and REAL ROMANCES. 
Entertainment? 89% of MOVIELAND’s edi- 
torial text is strictly star dust. 


Here’s reading entertainment at its best .. . 
for more than 1,700,000 brand - conscious 
shoppers. Romance- filled pages planned by 
young editors for romance- seeking women. 
Young women — 88% of them under 35. In- 
comes totalling $4.8 billion annually. Cos- 
metic and drug expenditures exceeding $250 
million. New dresses — 11 million of them 
every year. 

For peak boom-time sales, set your market- 
ing sights on this big market of youthful 
women today. 


HILLMAN 


REAL STORY * MOVIELAND * REAL ROMANCES 


Women's Group 
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Television enthusiasts insist that | trated in those areas, making sat- 
it is perfectly possible to have|isfactory saturation much more 
well-established commercial video! quick!y possible than if demand) 
by fall. All that is needed, they|were uniform throughout the na-| 
say, is a reasonable number of| tion. 
receiving sets, and they point out | * *¢ & 
that production of such sets, on|} Although newspapers are gen- 
an assembly-line basis, is now | erally thought of in connection 
starting. Since they are operating | with local-national rate problems, 
video stations in Only a handful | a round-robin letter to radio sta- 
of markets, original receiver pro-| tions by Homer Griffith Company, 
duction will naturally be concen-|radio representative, indicates 


TELL YOUR SALES 


or +bduertising STORY 
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PROJECTOR 
* 


THE ULTIMATE IN 
16mm SLIDE 


CONTINUOUS OR CONTROLLED 
PROJECTION ON 16mm 


SLIDE FILM. IN 


COLORS 


CABINET SCREEN UNITS for 
CONTINUOUS PROJECTION IN: 
* WINDOW DISPLAYS 


* COUNTERS 

* LOBBIES 

* RECEPTION ROOMS 
The Projector fits into the Cabinet and projects Slide 
Film on screen in front in continuous sequence at in- 
tervals of 7 or 3% seconds per frame, according to 
Model ordered. 


Two sizes of Cabinets are available. Model A, Sereen 
size is 7 x 9% inches Model B is 9 x 12 inches. 
Light, compact, easy to carry. 


ADSLIDE PROJECTOR 
and CARRYING CASE 


This Model fits into strong carrying case which pro- 
vides space for films, extension cords and lenses. A 
remote control switch allows any single frame to be 
projected for any length of time with no overheating 
of Projector or discoloring of Slide Film. 
Brilliant, clear projections up to 8 feet in width with 
ADSLIDE. 

ye COMPLETE ART, COPY AND SLIDE FILM 


Remote Control Switch 


PRODUCTION SERVICE. 


radio is having its difficulties along 
these lines, too. Local-national 
rate arguments are causing “a 
great deal of confusion” in radio, 
Mr. Griffith says, and urges that 
stations adopt a basic rule that 
any account originating outside 
the station’s primary area, includ- 
ing chain store affiliates, is na- 
tional. 
ok * bo 

Bristol-Myers Company has a 
new laxative, and is running a 
contest among its employes for a 
name for the product, offering 
$200 for the best suggestion. The 
leading contender in the contest to 
date— among company wags at 
least—is “Nudge.” The product 
may not be ready for the market 
until 1947. 


cd * * 


Most manufacturers of nation- 
ally advertised products supply 
units without charge to adver- 
tisers who are promoting contests, 
the idea being that the favorable 
publicity is worth at least as much 
as the merchandise given away. 
Bendix Home Appliances, Inc., 


ig * 
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does not agree with this thinking. 
All of the Bendix Automatic wash- 
ing machines now being offered 
in contests were paid for at the 
regular retail list price, the profit 
going to the dealer in the buyer’s 
territory. Bendix takes the posi- 
tion that while goods are scarce 
it would be unfair to dealers to 
give away the product. 
Bg Bo os 


All the rumors about Schenley 
Distillers expanding its drug busi- 
ness from penicillin to a line of 
proprietary medicines have failed 
to materialize as anything but 
scuttlebutt. Sea gram - Distillers 
Corporation, however, is already 
in the drug business, Owing to its 
acquisition of Pharma-Craft Cor- 
poration, New York, along with 
other properties of Frankfort Dis- 
tillers. Pharma-Craft just came 
with the Frankfort package, as 
far as Seagram was concerned, but 
it is embarking upon a heavy ex- 
pansion program with two new 
products due to hit the market 
soon. 

Ting, Pharma-Craft’s new anti- 


septic medical cream, is tes ing 
in the Midwest through McCenp. 
Erickson, New York. A hair tcnic 
handled by William Esty & Cc , j 
still unnamed. Fresh, the c)m. 
pany’s deodorant, is preparing , 
national campaign through J. V/al. 
ter Thompson Company, Tey 
York. Pharma-Craft’s expe idi- 
tures for advertising and sale 
promotion are expected to reach 
$2,500,000 this year. 


Names Dorothy Daub 


Dorothy Reid Daub, former) 
advertising and publicity directo, 
of the Blum Store, Philadelphia. 
has been appoint sales promo. 
tion and advertising director o 
the Bonwit Teller department 
store in Philadelphia. 


Appoints Slaby 


Charles O. Slaby, for the pas 
two years chief of the stove sec. 
tion, OPA consumer goods divi- 
sion, has been appointed assistan| 
sales manager of the Nesco stove 
and heater division of Nationa! 
Enameling and Stamping Con- 


| pany, Milwaukee. 


Write or phone for illustrated descriptive folder 


ADSLIDE PROJECTOR COMPANY 


4446 ELSTON AVENUE, CHICAGO 30, ILLINOIS TELEPHONE MULBERRY 7720 
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SUPPLY NEWS 


ADVERT, 
ERTISING 
VOLUME 


A first-class lumber ond moterial 
store stocked with a complete line 
of paints, hardware and home spe- 
Clolties; accounts for the steady 
stream of customers thot doily enter 
Miller Lumber Co., Kolamezoo, Mich. 


Acknowledged Leader by 
Readers and Advertisers 


BUILDING SUPPLY NEWS © 59 E. VAN BUREN ST. @ CHICAGO 5 


45,832 Extra Readers to Dealers’ Employees—by Survey 
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PAPER “B”... 375,276 3¢ 
PAPER "C"... 31 4,009 3¢ 
PAPER “D’... 399,574 24 


A B C- Publisher's Statement 6 months ending Sept. 30, 1945 


P. S. Each of the four major circulations above is sold as a COMPLETE UNIT! 
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Sheets Oftered 
by Aldens; Ward's 
Catalog Is Larger 


hicago, Feb. 12.— New spring 
ano summer catalogs mailed by 
Mcitgomery Ward & Co. and 
Alcens Chicago Mail Order Com- 
pany are, like those sent out 
eal lier by Sears, Roebuck & Co., 
an’ Spiegel, Inc., considerably 
larcer than their previous books 
an. reflect much the same suc- 
cesses and failures in getting 
scarce items (AA, Jan. 28). 

The Ward book contains about 
1,000 pages, 15% more than a year 
ago. The Aldens catalog of 658 
pages is 29% thicker than last 


year’s record 508-page book. Spie- 
gel’s 
Sears’ has 1,380 pages. 


catalog has 660 pages and 


The new Aldens book is the 
mly one of the four offering white 
which will be available 

Like Spiegel, Aldens of- 


April 1. 


fers both electric and steam irons. 


Vard is the only one of the group 


In the Southern California market, 
a sizable portion of the population 
is made up of sun-loving Eastern- 
ers who migrated west to recuper- 
ate from jangled nerves caused by 
the hurly-burly of former city 
life. It’s our contention that these 
are the good folk who send a vol- 
ume of mail to KFI demanding 
more restful radio programming 
such as organ music. So, to oblige, 
this station has employed the serv- 
ices of the organist extraordinary 
—Bob Mitchell —for two fifteen 
minute periods on Mondays and 
Wednesdays at 10:00 a.m. 


Mr. Mitchell is well known in 
these parts not only as a fine mu- 
sician but also as the director of 
the Mitchell Boys Choir —an or- 
ganization doing mighty well in 
radio and motion pictures. Because 
“Melodies by Mitchell” is only a 
week old, it’s too young for a 
Hooper. Even so, we can safely 
predict that the program will more 
thin hold its own among morning 
shows heard in Los Angeles. And 
just im case you're a time buyer 
with an account that is seeking a 
quiet spot to tell an ee 
sry, “Melodies by Mitchell’ 
tain to fill the bill, and at a 
tiet’”’ cost. A call to KFI’S Com- 
n rcial Manager, George Whitney, 
to the nearest Petry office will 
3) € you additional information. 


CLEAR CHANNEL 


4 /KPT un 


N om for LOS ANGELES 


ed Nationally by Edward Petry ond an Inc 


offering neither electric nor steam 
irons. All four mail order houses 
offer men’s white shirts, Schick 
electric razors, vacuum cleaners, 
innerspring mattresses, steel 
kitchen cabinets and greatly in- 
creased numbers of home furnish- 
ings items. 

The listings of typewriters well 
exemplify the supply situation: 
All four offer brand name portable 
models at $57.75 or $57.77. Sears’ 
Remingtons and Coronas will not 
be available until April 1; Ward’s 
Underwoods will not be ready until 
the middle of next month, but 
Spiegel and Aldens both offer 
Remingtons now. In addition, 
Ward offers rebuilt standard Un- 
derwood table models at $40, to 
$70.50. 

All four books show various 


items stamped “ Sorry, Not Avail- 
able,” although such last minute 
omissions from the available list- 
ings are fewer than in recent 
catalogs. 


Allis-Chalmers Offers 


New Electronic Heater 

An electronic dielectric heater, 
capable of preparing a complete 
dinner in about five minutes and 
which also can be adapted for 
wide industrial use is being made 
by Allis-Chalmers Mfg. Company, 
Milwaukee. The two _ kilowatt 
heater is built inside an all-steel 
cabinet. 

The new unit is said to have 
many industrial uses, including the 
processing of rubber synthetics 
and nonconducting materials such 
as plastics, glass, paper, wood and 
cloth. It cuts heating hours to 


minutes by placing materials in a 
frequency field of as many as 27,- 
000,000 cycles, according to Ralph 
Powers, Allis-Chalmers electronics 
engineer. 


‘Tele-Pix’ Out in May 

Tele-Pix Publishing Company, 
New York, announces its new 
monthly magazine, Tele-Pix, will 
appear May 1. The publication, 
edited by Marian Thomas, will 
cover the entertainment features 
of television, both in text and pic- 
tures. 


WGN-FM Orders New 
Station Equipment 


An order has been placed with 
General Electric Company by the 
Midwest FM Network, a subsidi- 
ary of WGN, Inc., Chicago, for 
new transmitter equipment for 


43 


Station WGNB and four proposed 
new FM stations. 

Application for the new stations 
were filed with FCC several 
months ago, calling for permits to 
build transmitters at Fort Wayne, 
Ind., Grand Rapids, Mich., Peoria, 
Ill., and Milwaukee, Wis. The first 
new transmitter unit, to be in- 
stalled on the 29th floor of the 
Tribune Tower, is expected some 
time in March. 


DEALER NEWS 


Weekly Automotive Trade Newspaper 
Coven the 11 Western States 

. Ist in California (rated 2nd in Retail) 
Sales, Ist in Auto Registry) 

. Ist in Los Angeles County (rated 8rd i 
Retail Market Area, lst in Automotive 
Market) 

. . « lst to Service Stations, Car Dedem, Auto 
Repair Services in 11 Western Sta 
Main Office — 1700 West Sth St, Los sanecten 14 
San Francisco (5), 690 Market 


® The time is here, right now, to get busy 
on a selling job to the nation’s oil refineries. 
And to reach the active purchasing men, to 
get an order, your sales message must get 
through the door of both management and 
operating men. These two groups control or 
influence the buying and selection of re- 
finery equipment and processes. 

Advertisers in the Refinery Section of 
National Petroleum News enter both doors. 


Here is the only oil magazine with a bal- 


anced circulation of both refinery manage- 


ment and operating men. Through your ad- 


vertising in the Refinery Section of NPN, 


you can present your sales story to the select 


men who make the refinery’s buying deci- 


sions. And the information-packed Refinery 


Section is not only read, but gets repeated 
readings, giving you long-life advertising 
in addition to complete industry coverage. 

Get your refinery sales message to BOTH 


important buying groups through your ad- 


vertising in the Refinery Section of NPN... 


the one magazine which gives refinery oper- 


ating coverage, plus management! 


NATIONAL PETROLEUM 
1213 West Third St., Cleveland 13, Ohio 
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Owner-Contributor 
Magazine Enlists 
Leading Talent 


Co-op Publication 
Seeks Higher ‘Take’ 
for Contributors 


New York, Feb. 14.—Associated 
Magazine Contributors, Inc., ex- 
pects to begin publishing this year 
a monthly “pocket-size” magazine 
owned cooperatively by its con- 
tributors, if negotiations now 
under way for printing and dis- 
tribution are completed. 

The brain-child of Jerome Elli- 
son, formerly an associate editor 
of the Reader’s Digest, editor of 
Liberty and managing editor of 
Collier’s, the magazine’s owner- 
contributors include some of the 


top creative talent in the magazine 
field. 

The principal tenet on which it 
is based is that contributors to 
mass-circulation magazines re- 
ceive on the average from 4 to 5% 
of the profits. Under the new 
arrangement, according to Mr. 
Ellison, “contributors could retain 
75% of profits, 15 times their pres- 
ent split.” 


Would Carry No Ads 


Like the two leaders—Reader’s 
Digest and Coronet — in the field 
which it proposes to enter, the new 
magazine will not carry advertis- 
ing. It will be a magazine “run 
by people who have a quiet con- 
tempt for advertising,’ Mr. Elli- 
son said. 

The magazine now has a title, 
a dummy, and an editorial plan. 
It will have a text-picture ratio 
of 55 to 45, will rely heavily on 
four colors, and will have a liberal 
editorial policy. At 420,000 circu- 
lation, it will break even. At 
3,000,000 it would earn its invest- 
ment back in a single month. 


Its board of directors is headed 
by president John Hersey, former 
Time and Life correspondent and 
best-selling author. Mr. Ellison is 
executive vice-president. Maxwell 
S. Stewart, president of the Public 
Affairs Committee and editor of 
the Public Affairs Pamphlets, is 
treasurer. William A. Lydgate, 
author, magazine writer and for- 
mer editor of the Gallup poll, is 
secretary. Christopher LaFarge, 
Robert St. John and John D. Rat- 
cliff are directors. 


Much Interest Shown 


There are approximately 5,000 
artists, writers and photographers 
who are regular contributors to 
mass-circulation magazines. Mr. 
Ellison mailed a prospectus to 200 
writers in August, 1945, and to 75 
artists and 75 photographers in 
December, 1945. The August mail- 
ing drew 45%, the December even 
more. 

Approximately 50 creative 
people have invested in the maga- 
zine to date. Application is being 
made to the Securities and Ex- 


Substantial Increase in Accessory Volume 
Forecast by New Survey 


Large-scale entry of shoe retailers into 
the field of accessory selling is indi- 
cated by a survey just released by the 
Boot and Shoe Recorder. 

Analysis shows that 84.7 percent of 
the nation’s shoe retailers are now op- 
erating accessory departments, and 81 
percent of these expect to add still 


Thousands of Stores 
now Ready to buy 


A conservative prospectus of returns 
to date indicates a huge extra market 
for many lines. Indicated number of 
stores planning to buy various new 
lines is as follows — 
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change Commission for an issue of 
three classes of stock totalling 
$300,000. 

The preferred and Class “A” 
common stock will be non-voting. 
Class “B” may be held only by 
qualified professional artists, writ- 
ers and photographers, will be 
limited to one share per person, 
and will be the only voting stock. 
Common stocks will be non-trans- 
ferable. 


Get Third of Profits 


Contributors will receive one- 
third of the magazine’s profits in 
addition to competitive rates paid 
at the start. The staff will receive 
15% and the remainder will go 
to dividends on the Class “A” 
common (of which the staff will 
hold 10%) and Class “B” common, 
and to 5% interest on and retire- 
ment of the preferred. 

“The possibilities of profit,” Mr. 
Ellison said “are fairly obvious. 
The leading magazine in the 
pocket-size field takes in about a 
$1,000,000 a month over routine 
operating costs. At rates generally 
considered fantastically generous, 
it pays out some $45,000 a month, 
414% to contributors. 

“The runner-up earns around 
$300,000 a month and pays con- 
tributors $15,000—5%. This is not 
a tirade against the profit system. 
There is nothing radical about the 
idea. The idea is to be found just 
about everywhere — except in the 
writing field.” 


Emphasizes ‘Liberal Thought’ 

The magazine’s editorial policy, 
as suggested by the organizing 
committee, was summarized as 
follows: 


on which to base liberal thought, 
and no other magazine is meeting 
that demand. Most magazines 
frankly regard the selling of mer- 


- Number New Women’s 
more new lines. of Stores Lines Wanted 
3900 Gloves 
3705 Costume Jewelry 
Most Popular Items 3022 Luggage 
: 2795 Compacts 
The merchants questioned, a repre- 2730 Mittens 
sentative cross-section of urban and ora —- 
rural leaders in all parts of the coun- 1462 Lipsticks 
try, are now handling the following Number New Men's 
items in established accessory de- of Stores _ Lines Wanted 
tments 5070 Billfolds and Wallets 
ana , ' 4680 Belts 
oF 3932 Suspenders and Garters 
Handbags iiaci re tees 23 a 55 Z 6 3445 Staskation 
|, i Sw oa 80% 3315 Gloves 
Shoe Ornaments... ...... 56% 2045 Tie and Collar Clasps 
. o7 1950 Cigarette Lighters 
Polishes and Cleaners..... 847% 1787 Toilet Kits 
Shoe Laces . 838% 1072 Cuff Links 


YOUR NEWS IS IMPORTANT NEWS 


. . . to Recorder Readers. If you want to climb on the bandwagon of this expand- 
ing accessory market . . . if you have any news of products or policies to tell shoe re- 
tailers . . . tell it where they read it. Tell it in the pages of the Boot and Shoe Re- 
corder . . . where the industry’s leaders look first for information about the many 
new developments which are so rapidly changing the shoe merchandising picture. 


BOOT and SHOE 


eCcor 


er 


NATIONAL VOICE OF THE TRADE 
Published Twice Monthly 


A Chilton ® Publication 
100 East 42d Street, New York 17, N.Y. 


chandise as their major function. 
Those few not dominated by mer- 


|chandisers have either neglected 
| 


“There is demand for material | 


or abused their opportunities. [h, 
new magazine would make th. 
most of them in a vigorous bran 
of straightforward, liberal jc uy. 
nalism. 

“The two leading magazine: jy 
this field sell 3,500,000 and 11,09. 
000 a month. We feel that we cay 
enter the field with a maga ‘ing 
whose freshness and vitality yj) 
soon earn it a place alongside the 
leaders. There is room, we ee] 
for a magazine that prints some. 
thing besides what advertiser, 
consider innocuous or an ep. 
trenched editor, under no Obl ga. 
tion to account for his decisions 
finds acceptable.” 

Writers who now belong to As. 
sociated Magazine Contributor 
include John Steinbeck, Pear) 
Buck, Margaret Culkin Banning 
Roger Butterfield, Stuart Cloete Mines, | 
Clifton Fadiman, Ralf C. Kircher & salute— 
Hannah Lees, Ernest K. Lindley Hof Ame 
Lloyd O. V. Mann, James McCon.f§ and to 
naughey, Sarah Elizabeth Rodger move": 
Bonara Overstreet, Robert Froman,fm 9°""'"* 
Katherine Urban, Robert Wetze a: 
and Francis Sill Wickware. 

Photographers include Gijon Faire 
Mili, Andre Kertesz, Herman. a 
Lanshoff and Robert Disraelij™netal 


EP SETGREE? git> 


BRIDES 


Open New Agency 


Artists are Rene Robert Bouche, 
Austin Briggs, Sam Berman, 
Churchill Ettinger, Robert Fink 
Gardner Rea, Dwight Shepler, 
Alan Dunn, Andrew Loomis and 
William Franklin Draper. 


Indi 
I yratio 
ailers, 
the 19% 
come T 
ff the 
ten by 
Haimoft 
but ha 


; It co 

Herb Mason and O. E. Steele, peay 
have opened their own agency, feo 75, 
Mason & Steele Company, with of- lishing 


fices at 804 Thorpe building, Min- 
neapolis. 


Sanford Named V.P. 


Charles H. Sanford, former) 
advertising and merchandising 
manager of American Molasses 
Company, New York, has joines 


lew Yi 


btarts 

Dry C 
vith 10 
as bee 
lication 


John T. Graff Company, Newgompal 
York agency, as executive vice- — 
f Lau 


president. 


| 


@ Nearly 800,000 population sive Census) with 
| more than $1,000,900,000 e 
ing income makes St, Paul-Minneapolis the 9th 


largest market in the United States. pnts 


|; The St, Paul half is covered only by the St, Paul 
. Dispatch-Pioneer Press with 157,717 combined 
city zone circulation, No ather daily newspaper 

has even as much as 10°/, coverage of St. Paul 

families. 


St. Paul Covers Half 
FE the 9th Largest Market! GL 


‘ST. PAUL DISPATCH - PIONEER PR 


SAINT PAUL, 


RIDDER-JOHNS, INC.—Nofiona/ Representatives 


NEW YORK ST. PAUL 
342 Madison Ave. Wrigley Bidg. Dispatch Bidg. 
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BRIDES ARRIVE — Moore-McCormick 
Lines, New York, placed this double 
salute—to the first wives and children 
of American soldiers married overseas 
and to the ship which brought them 
over, the Moore-McCormack S. S. Ar- 
gentina—in Brooklyn and New York 
newspapers. Kelly, Nason, Inc., New 
York, handles the account. 
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Fairchild Publishes 
Retailers’ Tax Guide 


poration taxes, specifically for re- 


Individual, partnership and cor- 
ailers, are explained in detail in 
the 1946 edition of Fairchild’s In- 
come Tax Guide for Retailers, just 
ff the press. The volume, writ- 
ten by Harold Gold and Louis 
Haimoff, was first issued last year 
but has been thoroughly revised. 

It contains 127 84%x11” pages 
in heavy paper cover, and sells for 
2.75. Publisher is Fairchild Pub- 
ishing Company, 8 E. 13th St., 
lew York 3. 


Starts Cleaning Paper 


Dry Cleaning Industries, monthly 

vith 10,000 guaranteed circulation, 
as been announced for April pub- 
lication by Robbins Publishing 
ompany, New York. Arthur P. 
Yesbitt, formerly managing editor 
f Laundry Age, another Robbins 
paper, will be editor, and R. G. 
llison, vice-president of Laundry 
Age, will also serve in that capac- 
ty for the new paper. 


Barber Returns to Ward 


H. B. Barber, formerly president 
ff Affiliated Retailers, has _ re- 
urned to Montgomery Ward & Co., 
hicago, as department manager of 
he appliance division, charged 
ith management supervision and 
erchandising of radios, stoves, 
efrigerators, vacuum _ cleaners, 
ashing machines, ironers and 
ewing machines. 


™ 


| 
710,000 TEACHERS 
live in 
GLASS HOUSES 


er) thing teacher does affects many. 
Figuratively speaking, she lives in 
gla's house. Her actions mold the 
ink ng of 25,000,000 American stu- 
Ents 

With 710,000 subscribers, the 43 
tical State Teachers Magazines 
er ‘ou the best way to present your 
fas and products to the important 
‘bor market, 


Daily Attacks 
State Political 


Advertising Law 


Portsmouth, N. H., Feb. 12.—The 
Chronicle & Gazette Publishing 
Company, publisher of the Ports- 
mouth Herald, has filed a_ suit 
questioning legality of a New 
Hampshire law, passed last year, 
regulating rates of political adver- 
tising in newspapers and on radio 
stations. 

The company has asked that the 
state’s superior court decree that 
the newspaper is entitled to re- 
ceive for political advertising the 
rate shown by its schedule of rates 
for commercial advertising. If 
such rate is in violation of the 1945 
law, the petitioner asks that the 
law be declared invalid on findings 
that it impairs the right of free- 
dom of contract, is in abridgement 
of the freedom of the press and is 
unduly discriminatory. 


The law attacked, the company 
asserts, has superseded a former 
law adequate to prevent politi- 
cians from “subsidizing the edi- 
torial policies of newspapers” by 
paying more for ads than provided 
for in regularly established po- 
litical advertising rates. 


To Brown & Weir 


Turner Construction Company, 
New York, which has handled both 
private and government construc- 
tion projects, has named Brown & 
Weir, Inc., New York, as agency. 
The company plans a campaign in 
business publications, starting with 
the Feb. 16 Business Week. 


Allan Adams Named 


Allan Adams, circulation man- 
ager of the Fawcett Distributing 
Corporation, New York, has been 
elected chairman of the Independ- 
ent Magazine Sales Associates, 
succeeding Wilbert Smith, S-M 
News Company. ISMA member- 
ship includes 65 executives repre- 
senting the 13 national independ- 
ent distributing organizations. 


Calahan Succeeds Tracy 


Lt. Comdr. H. A. Calahan has 
been appointed extension director 
in charge of promotion of the 
New York Mirror, succeeding Lee 
Tracy, formerly promotion direc- 
tor, who resigned to become a 
partner in the new New York pub- 
lic relations firm of Tracy-Rob- 
inson, Inc. 


United-Rexall Appoints 
George Harshberger, Southern 
California promotional director for 


the Treasury for nearly three} j; 


years, has joined United-Rexall 
Drug Company as cooperative ad- 
vertising manager, with head- 
quarters in Los Angeles. Before 
joining the Treasury, he was with 
the Hollywood sales department 
of CBS. 


Sells Duramold Boat 


Duramold division of Fairchild 
Engine and Airplane Corporation, 
New York, has appointed James- 
town Boat Company as exclusive 
national distributor of its new line 
of sportsmen’s boats. 


45 
Goodrich Ups Two 


John R. Hoover, formerly gen- 
eral sales manager of plastic ma- 
terials, has been elected vice- 
president in charge of sales of B. F. 

ich Chemical Company, 
Cleveland. Allyn I. Brandt, pre- 
viously general sales manager of 
rubber chemicals, has been named 
general sales manager of all chem- 
ical company products sold do- 
mestically. 


Effective with 
March 11 issue. 


Final closing, noon 
Monday in Chicago, 
preceding week of 
publication. 


'y combination of from one to 
tes can be covered. Write State 
ers Magazines, 307 N. Michi- 
.ve., Chicago 1. 

Georgia C. Rawson, Manager 


te Teachers — 
MAGAZINES 


ociation of 43 state teachers magazines 
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Postwar conditions ave raised a host of new problem: 
Jor manufacturers, retailers, service organizations...and con- 
sumers. How well many of these problems are solved depends 
largely on how efficiently advertising does its job. For example: 


quicky, 


These days you want your advertising to work fast. And the fastest 


way to sell a product or an idea is to advertise in today’s newspaper. That's 


natural...because newspapers themselves are fast moving, quick acting, 


serving today’s needs today...and because people everywhere 


habitually turn to newspapers for their day-to- 


a. . 4 — day buying information. That's why retailers...who 


depend on their advertising to produce 


a ao 


quick, tangible results...use newspaper space so 
extensively. And that’s why manufacturers 
have found newspaper advertising 


the quickest and surest means of sending 


buyers of their products to the retail stores. 


RLU * 
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46 
Plan Furniture Clinics 


plans for holding 150 retail busi- 
ness clinics throughout the nation 
during 1946. First will be held in 
Buffalo Feb. 18, Rochester Feb. 19 
and Syracuse Feb. 20. 


Shavers’ Dream 


Ward Machine Company, Brock- 
ton, Mass., has announced plans to 
market a new pocket razor in- 
vented by Ralph G. Arey, Lynn, 
Mass. Called Vestpok, the new 
razor is said to require no elec- 
tricity, no soap and no water. 


Gillespie to NARGUS 


George Gillespie, Cincinnati, 
general pork and provision mer- 
echandiser of Kroger Grocery & 
Baking Company, has been named 
director of the meat division of 
the National Association of Retail 
Grocers. 


Two Name New Era 


National Retail Furniture As- | 
sociation, Chicago, has announced | 


Pi i ir 
beta RO 


New Era Advertising Agency, 
Baltimore, has been appointed ad- 
vertising counsel for -Coastwise 
Petroleum Company, refiner and 
exporter of Benzol Toluol and 
Xylol, and National Hobby Dis- 
tributors. 


Expello Changes Name 


To end confusion caused by 
added products, Expello Corpora- 
tion, Dover, N. H., maker of Ex- 
pello, moth destroyer and insecti- 
cide, and Vanish, toilet bowl 
cleaner, has changed its name to 
Judson Dunaway Corporation. 
There is no change in ownership 
or management. 


Appoints Davis 

W. M. Davis, manager of gas 
range sales for the Norge division 
of Borg-Warner Corporation, has 
been appointed sales manager of 
the Detroit Vapor Stove division. 


GIBBONS 


AOVERTISING 


KNOWS 
J. J. GIBBONS LTD.  mencHanoisinge 


WINNIPEG REGINA CALGARY 


CANADA 


EDMONTON VANCOUVER 


Advertisers Show 
Growing Interest 
in Labor Press 


(Continued from Page 1) 


pers “screen” advertising and ad- 
vertisers carefully before accept- 
ing their business. 


Close Union Ties 


Offsetting the many drawbacks, 
however, is a factor that has been 
and is being seriously considered 
by advertisers. That is that the 
labor press has a large number of 
readers who have a high degree 
of emotional identification with 
their union and its paper. These 
are the “union members” as op- 
posed to the “card-holders,” and 
many labor papers take pains to 
transfer their identification from 
the paper to its advertisers. 

The era of “shake-down” labor 
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papers, whose principal reason for 
existence was advertising revenue, 
seems to be largely over. In some 
localities and in some local unions, 
there are still undertones of ex- 
tortion in some local publications, 
but on a national scale the unions 
have cleaned house pretty thor- 
oughly. 


Half Accept Advertising 


There are 147 national union 
publications, 71 of which do not 
accept advertising. Out of 89 
American Federation of Labor na- 
tional publications, 41 accept ad- 
vertising, while 24 of the CIO’s 47 
national papers carry some adver- 
tising. All 11 of the railway 
brotherhoods’ carry ads. 

Brown & Williamson Tobacco 
Corporation, Louisville, is cur- 
rently running a campaign in an 
average of 46 national trade union 
publications through Batten, Bar- 
ton, Durstine & Osborn, New York. 
B&W estimates its cost for 4,356,- 
000 circulation at $3 per thousand 
for a 7x10 ad. 


relations counsel and publishe > y 
a weekly digest of the labor p ‘eg 
for management, estimates, fo, 
example, that an advertiser in the 
building trades field could r: ac 
559,773 craftsman in five AFL na. 
tional union papers at a cos of 
$1,144. 

Mr. Dodge’s organization re. 
cently conducted a pilot stud 
the labor press in five cities fo 
General Mills. The study was 
made for the purpose of explo’ ing 
the labor press as a possible me. 
dium for General Mills’ produg 
advertising. 


Ads Were Restricted 


He found that out of 108 paper, 
in the five cities, 35 were eithe 
out of business or irregularly pub. 
lished. Of the remaining 73, there 
were 41 papers which took adver. 
tising. In most cases, these paper; 
sold space only to advertiser; 
whose companies were unionized 
and whose copy and labor policy 
met union standards. 

However, he also found that 2 


Martin Dodge, New York public| national magazine» would need 
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buy-line.. 


There are 11% million young 
women between twenty and thirty 
here in America. 

They are this country’s mass buyers. 
They make up our cagerest market. 

Things for themselves, things for their 
homes, things for their families or fami- 
lies-to-be . . ..these young women are 
always buying. 

They are young, alert, so they’re well 
informed. They know where to go for 
values. Two out of three of them shop in 
self-service stores, because they budget 
their good family incomes, and economy 
guides their smart planning. 

When you talk with them about house- 
work, eighty-seven per cent of them will 
tell you they do their own. They'll tell 
you, too, about the new household appli- 
ances they are going to have, when their 
budgets can afford good ones. 

They are the best customers the movies 
have..The beauty business is based’ on 
their trade, Every department and grocery 
storé would close if they stopped buying. 

Their plans for their owh tomorrows 


these 11% million young women want to 


dil 


raake good common sense. Three-fifths of 


buy or build new homes as soon as they 
can. Half of these with such plans say 
they will use cash savings to carry them 
out. 

More than %-million of the smartest of 
these young women buy Topay’s Woman 
each month at their newsstands. They buy 
it because it’s their magazine . . . edited 
especially for them, to help them. It’s as 
up-and-coming as they are. It’s exciting— 
it’s useful—and it always is interesting. 

If you have a product smart young 
women will bay, use Topay’s Woman 


_ and sell it. Now! 


Iodliys Woman 


The Young Woman's Service Magazine 


FAWCETT PUBLICATIONS, INC., 295 Madi- 
son Avenue, New York 17, N. Y. World’ 
Largest Publishers of Monthly Magazines 
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YOU MAY BE ABLE TO ICE. 
BOAT 145 MILES PER HOUR— 


BUT— 
WKZO-WJEF WILL GET YOU INTO 
WESTERN MICHIGAN — FASTER 


WKZO-WJEF is the ideal combination for reaching 
Western Michigan because: 


In Kalamazoo and 18 surrounding counties, WKZO 
is FIRST with 5000 Watts at 590 KC — CBS — top 
local programming — reaches 630,717 people, day- 
time (including actually 40% of all the farms in 
Michigan) ! 


In Grand Rapids and Kent County, WJEF is 
FIRST, with the city’s best frequency, CBS, the 
city’s best public service activities (more than fifty 
regular public service categories, representing most 
of our top local service organizations). 


But are WKZO and WJEF really high-balling in 
these big markets? Well, write for the results as 
shown by Columbia’s audience measurement. It’s 
the toughest yard-stick we know, and most stations 
won’t boast about it. But ask us (or Lewis H. 
Avery, Inc.) for what Columbia says about WKZO- 
WJEF! 


* Official speed record for ice-boats, set in 1938. 


$ 
RST Im GRAND RAPT" . 
ar KENT COUNTY (ce 


Both owned and operated by Fetzer Broadcasting Comps °Y 
Lewis H. Avery, Inc., Exclusive National Representatives. 
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ishe - o(fMage earner readership of 50% to 
- comparable circulation at 
es, for s,me rates. General Mills has 
r in theft yt decided on whether it will 


i r:achfMve: ise in the labor press. 

FL na.[eMr. Dodge cites as historical 

cos offmeke ound the incident which oc- 
rre. at a policy meeting of the 

On reFL at a time when its national 

tud  offean the American Federationist, 


ties fofcey ed advertising, including a 


dy wasf] page ad by Baldwin Locomo- 
<plovingffe Works. According to Mr. 
ble me.[dg-, a historic question was 
producf&kec at that meeting — “Whoever 

ard of a workingman buying a 
d omotive?”’ 

All Ads Dropped 

{ote Soon after this meeting, the 
‘ly pub. derationist dropped all adver- 


Sng, but the problem which the 
L faced at that time was one 
hich, from the labor point of 
w, all union managements face 
en their publications accept ad- 
tising. 
The CIO News, for example, 
ich has 14 editions with a circu- 
need po" of approximately 400,000, 
“EB only restricts its advertising to 
panies with a favorable labor 
icy, but must also check its ad- 
CE. tisers with the CIO national 
| ons to make certain that there 
| be no conflict with any union 
| ok ause a certain advertiser uses 
News. 
he CIO group has recently run 
y from Studebaker, Coca-Cola, 
nters peanuts, and Brown & 
liamson. Other national ad- 
‘ tisers who have used labor pa- 
“ft s include Sears, Roebuck, Pepsi 
a 


13, there 
: adver. 
e papers 
Vertisers 
nionized 
r policy 


1 that a 


a, General Mills, Silver Cup 
ad, local American Telephone 
elegraph companies, local util- 
groups, railroads, breweries 
many equipment manufactur- 


CIO Favors Ad Policy 


nions also face the problem of 
degree to which they can ex- 
> their members to corporate 
ertising (General Electric, for 
mple, advertised in some labor 
ers), the degree of supposed 
ertising influence on their edi- 
,and the degree to which labor 
ers can afford to become de- 
dent on advertising for their 
tence. 
ithin the CIO leadership, there 
considerable divergence of 
ion on this question, but ma- 
ly agreement seems to have 
reached on the advisability 
cecepting advertising. Accord- 
to CIO sources, the union lead- 
feel that their papers should 
me self-supporting and strive 
readership outside the CIO 
ag ns. To do this, advertising is 
brded as indispensable. 
, he AFL is currently conducting 
ive to renew consciousness of 


Dp union label among its mem- 
\y- hip, and to get its members to 
in only products bearing the 
n label. During the war the 
‘ n label was dropped from 
18 ly products, and labor con- 
he usness of the label reached a 
ity point, 
pst oinciding with the AFL drive, 


expected that many advertis- 
Will use the AFL press to point 


in 

as 
it’s > 
ns =< 
H. — 
O- — 


tv been calling all the plays 
No wonder WFDT Flint 


Mint let you broadcast. 


Compe *Y 
tatives. 
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out the fact that their product 
bears a union label. 


Research Deemed Vital 


From the advertiser’s point of 
view, a good deal of research and 
data is needed before the labor 
press can become a recognized me- 
dium. In many respects, the situa- 
tion in the labor press is paralleled 
by that in the country weekly 
field. 

That this research will come 
from the labor field is highly im- 
probable. Labor is not sufficiently 
interested in nor dependent upon 
advertising to support a _ study 
even if the various factions with- 
in labor could get together among 
themselves. t 

There are many influential labor 
leaders, including John L. Lewis 
and Daniel Tobin, who turn 


thumbs down entirely on all ad- 
vertising in their union’s publica- 
tions. 


Study Would Be Costly 


But there also seems to be an 
increasing number of advertisers 
sufficiently interested in the po- 
tentialities of the labor press to 
survey the medium. It will be a 
lengthy and probably costly proc- 
ess. There are many mimeo- 
graphed sheets, some publications 
come out on irregular schedules, 
and there are innumerable varia- 
tions in size, quality and printing 
facilities of the various publica- 
tions. 

According to General Mills 
sources, one project under con- 
sideration by that company is to 
join forces with other interested 
advertisers in a thorough study 


of the field to explore the- possi- 
bilities of exploiting that 15,000,- 
000 readership. 


Joins Productive 

Elbert R. Bennett, previously 
with Dozier-Graham-Eastman, Los 
Angeles, and production manager 
of Duffy Company, Chicago, has 
joined Productive Advertising 
Agency, Los Angeles, as art direc- 
tor, 


Appoints Cody 

Fred Cody has joined the De- 
troit sales staff of the Metropoli- 
tan Group, representing the roto- 
gravure and comic sections of 47 
metropolitan newspapers from 
coast to coast. Prior to this new 
position, Mr. Cody was connected 
with John J. Gorman & Co., De- 
troit; McCann-Erickson, New York 
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and Detroit, and General Motors’ 
public relations department. 


DeForest to Loudon 


L. C. DeForest, for many years 
advertising and sales promotion 
manager of Hills Brothers Com- 
pany, New York, manufacturer of 
Dromedary food products, and for- 
merly with the Biow Company, 
has joined Henry A. Loudon, Ad- 
vertising, New York, as account 
executive specializing in food and 
grocery accounts. 


ALMANACS! CALENDARS! 
Year Around Advertising Mediums 


We supply complete copy for U. S. and 
foreign countries — Astronomical Mat- 

ter, Weather Forecasts, Astrological 
eo Planting Tables, Fishing Calen- 
ars, etc. 


HART WRIGHT CO. 


Penn Yan. New York 


AMER 
rR 


ee 


UA-TnAOUGh 
ON EYES 


WRINKLES 


. ++ One of a series of editorial innovations. 


An every-issue digest of what the world’s press is saying 


about America and Americans—their reaction to our action. 


Important newspapers of every nation are carefully 


culled for comment, their remarks translated by expert 


linguists, then digested for FORBES readers. , 


For 28 years the country’s top executives have looked to 
FORBES as their business bible. In addition to significant 
“new wrinkles” FORBES continues these regular features: 


— Fact & Comment, Goodman’s Investment Pointers, 
Behind the Labor Scene, New Ideas, Business Pipeline, 
Thoughts on the Business of Life, Stock Market Outlook, 


standing articles. 


. .. Foresees the Problems of Business 
. .. Provides Workable Tools for Their Solution 


No. 1 Magazine on the “must read’ list of Management 


Washington Preview, B. C. Forbes Forecast, plus other out- 


* Joined Audit Bureau of Circulation: Forbes, 1922; Busimess Week, 1929; Fortune, 1931; Nation's Busimest, 1923. 
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Y CAPITALIZE ON WAR-BORN TRAGEDY. 7 
HOWARD WHITMAN'S SENSATIONAL EXPOSE 

OF THE SPIRITUALISTIC SWINDLE— BASED ON 
THE COMPANION’S PERSONAL INVESTIGATION 

IN 16 CITIES—MAY SAVE. SOMEONE YOU LOVE 


FROM ADDED GRIEF, READ “COUNSEL IN 
THE DARK IN THE FEBRUARY COMPANION. 


Dow? TALS DOW) TO YWROMEHoock 


ABOUT WORLD AFFAIRS. 
THEY DONT DESERVE IT 
AND THEY WON'T 
STAND FOR IT. ta 

WY =, 


RAY JOSEPHS, AUTHOR, LECTURER, 3} " 


AND TOP-FLIGHT CORRESPONDENT, 
% M4 | 


TELLS WHY IN HIS FEBRUARY COMPANION 
ARTICLE,"“MY, HOW YOU'VE CHANGED.’ 


CAN WE PREVENT HISTORY'S MOST HIDEOUS 
WAR AND CIVILIZATION’S GREATEST FAILURE? 
VIRGINIA GILDERSLEEVE, THE ONLY AMERICAN 
WOMAN DELEGATE TO THE SAN FRANCISCO 

CONFERENCE, DISCUSSES THESE, THE CENTURY'S 
GREATEST QUESTIONS, IN THE FEBRUARY COMPANION. 


WHET WIVES HATE ABOUT BIENoo0 


THE GALS LET DOWN THEIR HAIR— 
~ ANDO SO DID THE MEN! THE FAMOUS 
COMPANION READER-REPORTER POLL 

ASKED BOTH SEXES FOR THEIR GRIEVANCES. 
RESULTS? SEE THE FEBRUARY COMPANION. 


' DIFFERENT SUBJECTS ARE | 


BY ANY OTHER WOMAN'S 


ALL THIS INTHE FEBRUARY COMPANION AND UNSURPASSED SERVICE FEATURES, 


TOO, COVERING HOME PLANNING, CHILD CARE, FOOD, FASHIONS AND GOOD LOOKS. | WITH VITAL, NEW INTERESTS — 


ALSO TANGY FICTION AND A WHOLE SECTION FOR TEEN-AGERS, THE JUNIOR COMPANION. SmmCRRMBUL Le] | UN Tlol Baas 


Mot 


| EVERY MONTH. 
REMEMBER THAT FOR PROFIT— 


COMPANION READER IS MORE 
/ OF AWOMAN=AND MORE OF A 


"OMPANION 


a Oe « 


ea, 


THE CROWELL-COLLIER PUBLISHING COMPANY, PUBLISHERS OF WOMAN’S HOME COMPANION, COLLIER’S, THE AMERICAN MAGAZINE 


a a 


YES, BY ACTUAL COUNT, MORE 


COVERED BYTHEGOMPANIONS =; 
EDITORIAL COLUMNS THAN 


MAGAZINE. THAT'S WHY 
3,600,000 ALERT WOMEN 


ABLE ADVERTISING. THE  ~ 


‘MARKET—THAN EVER! 
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] yOU OUGHT TO KNOW . 


the Creative Wans Corner 


ynce in a while, as every creative man 
knows, it is necessary to be disgusted with 
qa whole classification of advertising. 

roday we pass the thought to someone 
whose concern is with beer. 

for our exhibit is rather less an ex- 
ample of Pabst copy than of the remark- 


3) FINE BREWS BLENDED INTO GHE GREAT BEER 


Search for a narrative thread in Wal- 
lace Meyer’s life, and you inevitably 
choose Art Reincke’s capsule profile, ‘““The 
man who said no ... at the right time.” 

If Wally Meyer had said “yes” to a 
$3,000 salary offer as 
managing editor of the 
Press, Ashland, Wis., 
in 1916, he wouldn’t 
have taken $15 a week 
as a copy writer for 
J. Walter Thompson 
Company in Chicago. 

If he had said “yes” 
eight years later, he’d 
have moved to Lord 
& Thomas with the 
Kotex account. 

And, if he hadn’t 
answered “I don’t know” to a crucial 
“stickler” from General Wheeler of 
American Chain & Cable years ago, he 
might not be handling his 22nd annual 
campaign for Weed tire chains this year. 

It was Walther Buchen, then a J. Wal- 
ter Thompson copywriter, who weaned 
Meyer from the newspaper editorial side 
in 1916. 

C. E. Raymond, Chicago manager of 
JWT, sent Buchen scouting the Big Ten 
campuses for creative talent. Being a 
loyal Wisconsin alumnus, the talent scout 
returned with the editors of The Wis- 
consin Magazine and The Daily Cardinal. 
The two candidates were Meyer, now 
president of Reincke, Meyer & Finn, Inc., 
and his classmate, Arthur Prussing, now 
vice-president and advertising manager 
of Olson Rug Company. After compet- 
ing for a week on one job, both were 
hired. 

JWT copy chief E. W. Hatch gave the 
heophytes a bushel of research files on 
Cream of Barley, ordered a full page 
hewspaper ad. Unsatisfied at 5 p.m. with 
their first attempts at writing advertising 
py, the two newspaper writers slaved 
midnight, presented completed copy 
hext morning. Amazed, Hatch told them 
ne hadn’t expected to see them for a 
feck, 
me day Hatch asked the JWT copy 
ters which one had been West. Be- 
ause Meyer had been up and down the 
ific Coast on vacation trips with E. C. 
rney, the proprietary millionaire, he 

sent to the old Crerar library to dig 
ugh the accumulated corporate re- 
ts of the Burlington railroad. From 

historical digest he wrote for Bur- 
ton his first—but by no means his 
—travel copy. 

fter leaving JWT he served briefly 
advertising manager of the H. W. 
sard Company, then entered the Sig- 


Wallace Meyer 


able efforts of the national brewers to get 
all their advertising down to the interest 
level of the wine and tire ads— which 
(begging the pardon of Goodrich and 
Goodyear) is very nearly as low as ad- 
vertising can go. 

We have been decidedly unenthusiastic 
from time to time about most of the 
whisky copy. But the fact is, the distil- 
lers are practically prohibited by law 
from telling any real product story. 
Nevertheless there are now three or four 
whisky campaigns (Four Roses, Lord Cal- 
vert, Imperial, Paul Jones) in which a 
certain amount of imagination and a great 
deal of expert production combine to 
make advertising that would stand up 
pretty well in any field. 

The whisky people have never quit try- 
ing. The brewers, on the other hand— 
with the sharp exception of some of the 
locals—never have got started. 

Pabst’s blending story which has been 
tried out variously, in continuity strips 
and rhymes-and-ribbons and reverse an- 
alogy (the harp with the single string) 
certainly has in it the means to something 
more important and more exciting than: 
IT’S BLENDED ... IT’S SPLENDID! 

This and Schlitz’ KISS OF THE HOPS 
are the industry’s current tops. 


Yow Ought fo Know ° « « Wallace Meyer 


nal Corps. Mustered out in 1919, he 
joined Paul E. Watson, now executive 
vice-president of Ruthrauff & Ryan, at 
the old Charles F. W. Nichols agency. 

Here travel again took the spotlight. 
Full color pages in national magazines 
and richly illustrated booklets glamorized 
the Canadian Rockies, Old French Can- 
ada, and Victoria for Canadian Pacific 
Railway and World, Mediterranean and 
Caribbean cruises for its subsidiary 
steamship lines. 

At Nichols, Meyer helped establish the 
Gossard “line of beauty,” and helped 
avert disaster for the corset maker when 
films popularized the flat-chested ‘boyish 
form” of the twenties. Gossard sales 
held firm while the industry took a 50% 
loss. Subtle flattery did the trick. Gos- 
sard copy said: “Your figure deserves 
protection. . . take care of it.” 

During this period Meyer maintained 
his reputation as a “no” man by turning 
down editorship of a Wisconsin daily and 
the post of editor of the English-language 
China Press of Shanghai. By now adver- 
tising was a career. 

One day the Kimberly-Clark Corpo- 
ration brought in a new sanitary napkin 
called Cellu-Naps. The product was de- 
veloped to keep Kimberly-Clark’s cellu- 
cotton mill busy after wartime demand 
for the cotton substitute in surgical dress- 
ings had subsided. Because discussion of 
feminine hygiene was then taboo, Cellu- 
Naps advertising was unacceptable to 
Ladies’ Home Journal and other leading 
women’s magazines. The name, among 
other objections, was too descriptive. 
Agency and client invented and con- 
sidered hundreds of meaningless five- 
letter combinations, finally chose ‘‘Kotex” 
originated, as Meyer recalls, by A. B. 
Taylor, now with Puck— The Comic 
Weekly. Today, when some manufac- 
turer expresses yearning for a familiar 
household name like Kodak, Kotex, Weed, 
or Zephyr, Meyer replies with a laugh, 
“You can have one, if you put $10 million 
behind it.” 

Meyer’s newsy heading for the first 
Kotex ad established a theme long re- 
current in Cellucotton copy. It read, 
“Nurses in France discovered Kotex.” 
The first ad never appeared, for Will 
Foster’s painted illustration showed 
wounded men grouped about a nurse. 
The subject was then too personal for 
mixed company. 

But Meyer’s copy, with a different il- 
lustration, was accepted immediately by 
all publishers to whom it was offered, 
both magazines and rotogravure. The 
door to a new field in advertising was 


open. In five years media deleted only 
one word from Kotex copy. For com- 
petitive, and not good taste reasons, Good 
Housekeeping banned the word “ordi- 
nary,” referring to cotton “birdseye.” 

When the Kotex account moved to 
Lord & Thomas, Meyer refused a hand- 
some offer to travel with it. In 1925, a 
year after H. W. Kastor & Sons pur- 
chased the Nichols agency, he moved to 
Reincke-Ellis, beginning an association 
which has lasted more than 20 years. 
Wallace Meyer credits the service phil- 
osophy of the late Arno B. Reincke for 
the longevity of the agency’s accounts. 

Policy cornerstones were: 

1. Advertising plans shall follow the 
client’s needs, even if postcards or parades 
take precedent over Saturday Evening 
Post pages. 

2. The agency can become as much 
a part of the client’s organization as his 
sales or advertising department, plus the 
added advantages of outside viewpoint 
and cumulative sales experience. 

3. The agency should “counsel” its 
clients, rather than “sell” advertising to 
them. 

First policy test came when Reincke 
and Meyer were presenting an early 
“positive approach” campaign for Weed 
tire chains to American Chain & Cable. 

General Wheeler, chairman of the 
board, interrupted suddenly to demand 
an unequivocal recommendation for either 
positive or negative copy. Meyer, new 
on the account, replied frankly, “I don’t 
know the answer, but I can find out.” 
Wheeler gave the agency three months to 
prepare an answer, meanwhile running 
the positive campaign. Hundreds of in- 
terviews satisfied the agency and client 
that Weed’s negative advertising was re- 
membered, positive forgotten. Weed copy 
has remained negative, and the account 
with the agency, ever since. 

One successful Weed ad, prophetic of 
today’s scientific emphasis on picture- 
caption and continuity techniques, had 
but six words of copy. The upper emo- 
tional illustration showed a skidding car, 
a broken crossing gate, a speeding loco- 
motive ... at moment of impact. Copy 
said, “Wet rubber slips.” 

Parallel illustration below showed a 
car safely stopped, chains biting deep 
tracks into snow. The copy, “Weed chains 
grip.” 


When the book 
“Five Acres and In- 
dependence” was 
first published in 
1934 by J. W. 
Greenberg: Pub- 
lisher, New York 17, 
it was called “Five 
Acres.” It enjoyed 
a steady, consistent 
sale, but the sales volume wasn’t large 
enough to call it a “best seller.” In fact, 
Mr. Greenberg was just about ready to 
put this book on the inactive list in 1939, 
when he asked Maxwell B. Sackheim, 
well known advertising agency man, for 
his suggestions. 

The first thing Mr. Sackheim suggested 
was to change the title of the book so 
that it was descriptive and really meant 
something. “Five Acres” might have in- 
dicated a work of fiction, or almost any- 
thing, or nothing. 

As Mr. Sackheim put it: “It is my 
belief that the title of a book should be 
good enough to be used as the headline 
of an advertisement. Of course, this 
doesn’t necessarily apply to fiction, for 
with that type of book the titles are fre- 
quently given a meaning by those who 
review and talk about the book. But I 
think it is vitally important in naming 
a catalog, a magazine, a house organ, or 
an educational book.” 

And so Mr. Sackheim rechristened ‘Five 
Acres” with the new title, “Five Acres 
and Independence,” and suggested print- 
ing the jacket in green instead of black. 


When New York Central asked per- 
mission to reproduce the ad, Meyer sensed 
a publicity opportunity, offered poster 
reproductions to all railroads. More than 
150,000, bearing Weed credit, were dis- 
tributed. 

When Joseph H. Finn and the late 
Charles C. Younggreen joined Reincke- 
Ellis-Younggreen & Finn, Inc., in the 
early °30s, Meyer began to help pro- 
mote the Great Northern, the Burlington 
and the Western Railroads Association. 

Wally Meyer was riding horseback 
through Glacier National Park with O. J. 
McGillis, “Dinty’? Moore’s predecessor as 
advertising manager of Great Northern, 
when he conceived one of his greatest 
promotional ideas. 

Passenger traffic was at low ebb. “Make 
1934 National Park Year” was the brain- 
storm. Next morning Meyer cut vaca- 
tion short, hopped the Empire Builder 
for Chicago. Joe Finn immediately 
sparked on the idea and took a presenta- 
tion to Secretary of the Interior Ickes. 
It was adopted. 

Magazine, newspaper, radio and film 
publicity reached a crescendo when the 
late President Roosevelt left his special 
Great Northern train to speak from 
Glacier Park. “F.D.R. was a great ad- 
man,” Meyer reminisces. “His copy 
theme was, ‘Make every year National 
Park year.’”’ Always a writer, Meyer still 
concentrates primarily on “the creative 
side,” despite added administrative re- 
sponsibilities as president of Reincke- 
Meyer-Finn. 

To relax, and write, he goes to his 324 
acre “Old Bentz Place” on the back of 
the Baraboo range in his native Wiscon- 
sin. 

The farm is managed by M. E. Schram, 
hired by Meyer 10 years ago from a job 
as elevator operator in a Lake Shore 
Drive apartment. 

Lunching at the Chicago Athletic As- 
sociation, he may mention advertising, 
but for recreation he prefers to discuss 
his Chester White pigs, his record-laying 
Leghorns. And spot of honor in his 
Michigan Avenue office, right alongside 
the oil painting of a Glacier Park sunset, 
goes to a National Dairy Association 
award ... to Wallace Meyer’s Holstein 
cows, whose yearly average of 411 pounds 
of butterfat made them one of the “top- 
producing herds in Central Wisconsin.” 


| the Pay - Of t NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


HOW A CHANGE IN TITLE SOLD 
500,000 COPIES OF 
‘FIVE ACRES AND INDEPENDENCE’ 


These changes were electrifying. Sales 
doubled and trebled previous records. 
Within six years, over 500,000 copies of 
“Five Acres and Independence” were 
sold at $2.50 a copy. . 

Today, twelve years after “Five Acres 
and Independence” was originally pub- 
lished, it is enjoying a very satisfactory 
sale. A new, revised edition is being 
printed. Judging from the current de- 
mand, all previous sales records will be 
broken. 

The importance of using the right title 
for a book or a catalog is well illustrated 
by the following: 

“Win Rich Rewards in Radio” is the 
title of a 64-page catalog offered by the 
National Radio Institute, Washington 9, 
D. C., to stimulate inquiries for their 
correspondence course. 

“How to Protect, Finance and Sell Your 
Invention” describes the contents of a 
catalog featuring the services of McMor- 
row & Berman, Patent Attorneys, Wash- 
ington 4, D. C. 

“Forging Ahead in Business” is the 
title of a booklet offered by Alexander 
Hamilton Institute, New York 10, to in- 
terest prospects in their business courses. 
Over 3,000,000 copies of this booklet have 
been distributed. 


“Constantine’s Master Manual for 
Woodworkers” is an 80-page catalog of- 
fering veneers, lumber, plywood, hard- 
ware and tools for home craftsmen, issued 


by Albert Constantine & Son, Inc., New 
York 54, N. Y. 
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$18,000 a year plus a 50% share|ynder his own name at 52 Van-| Sales, the pamphlet emphasizes,|a “laissez faire’? policy that as- 
' of profits from sale of the pic- | derbilt Ave., New York. “This does not mean that all | sumes the need for complete 
| | | 
a ld 
Started eight short years ago—The Ideal Women’s Group: Movies, Movie Life, Movie Stars 
Parade and Personal Romances have rocketed to over 2,000,000 paid circulation! 
Paid? You bet! 99.7% go off the newsstands—most of them within one (1) week of 
arrival! What makes? Better, crisper, think-ahead editing . . . trend-smart, alert reporting . . . service 


features that are S-O-L-I-D! And for an eye-opener on a real smart buy—grab a Standard 
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Paycheck as Brief 
as Girls’ Drapery, 
Says Varga 


Chicago, Feb. 12. — Alberto 
Varga of Peru and Chicago likes 
the Varga girl at least as well as 
the Supreme Court, which recent- 
ly decided that Esquire couldn’t 
be deprived of its second class 
mailing privileges because a for- 
mer Postmaster General didn’t ap- 
prove of Senor Varga’s art. But 
he doesn’t enjoy drawing 52 ver- 
sions of her anatomy for $12,000 
a year. 

So this week Mr. Varga filed 
suit in the federal court here 
against Esquire, Inc., and David 
Smart, its pubjisher, his aim being 
to break his contract, collect $50,- 
000 in damages and get an ac- 
counting for other possible dam- 
ages. 

Mr. Varga says that he thought 
he was to get a contract calling for 


tures, for turning out 26 seductive 
sirens annually, but that the con- 
tract to which he affixed his sig- 
nature actually called for 52 she- 
pictures and $12,000. Mr. Smart 
read the contract to him in such 
a way that he couldn’t understand 
it, he says. 


‘Fashion Trades’ Weekly 
to Appear in March 


A new weekly trade newspaper, 
Fashion Trades, presenting and in- 
terpreting news in the women’s 
apparel industry, will appear in 
March, to be published in New 
York, with representatives’ in 
fashion centers of this country, 
Europe and South America. 

Publisher is Jerry Finkelstein, 
also publisher of the Civil Service 
Leader, and of various national 
magazines. 


Parsons Opens Offices 


Dudley L. Parsons, formerly 
vice-president and general man- 
ager of William E. Rudge’s Sons, 
has opened a public relations office 


election Selling 
May Boost Profit, 
Industry Reminded 


Washington, Feb. 13.—‘Selec- 
tive selling,” based on a marketing 
cost analysis method worked out 
by the Department of Commerce, 
is advocated in a new government 
pamphlet which asserts that op- 
portunities for reducing. costs, 
lowering prices and _ increasing 
profits in marketing are at least 
as great as those resulting from 
scientific management in the pro- 
duction field. 

“Even in the most efficiently 
managed firms there is much mis- 
directed marketing effort,’ the 
booklet—“‘Distribution Cost Analy- 
sis’—says. “A large part of the 
sales made by the individual firm 
may be unprofitable even though 
the business as a whole shows a 
profit.” 

In regard to those unprofitable 
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small-volume sales may be un- 
profitable; nor does it mean that 
all unprofitable sales should be 
eliminated.” It does point out, 
however, that by using this analy- 
sis method a hardware dealer re- 
duced his operating expenses four 
points below the industry, and 
with lower prices, netted three 
times his average previous earn- 
ings. 

The fact that 59 cents of the 
consumer’s dollar goes into distri- 
bution while only 41 cents goes 
into production does not, in itself, 
prove that distribution is ineffi- 
cient, the pamphlet argues. “Only 
to the extent that costs are not 
reduced when they could be are 
they too high,” it says. 


Hits ‘Laissez Faire’ Policy 


Written by Charles H. Sevin of 
the cost distribution unit, and 
available from the Government 
Printing Office (‘Distribution 
Cost Analysis’; Economic Series 
No. 50; 15 cents) it argues against 


Rate and read those rates! Get an Ideal 


ad-man over and jump aboard... 
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coverage of a market. 

“For the economy as a whol:, , 
widespread adoption of selective 
selling policies may lead to ap 
over-all reduction in distributioy 
costs and in prices, facilitating ay 
expanding volume of productioy 
and employment,” Mr. Sevin de. 
clares. 

Object of the system, accorc ing 
to Mr. Sevin, is to show which are 
the relatively unprofitable com. 
modities and custcmers to be 
eliminated. 


Figure Only Dollar Volume 


“Many firms: are unaware of the 
extent to which large portions of 
their marketing expenses are in- 
curred for bringing in only minor 
portions of their sales volume,” 
Mr. Sevin says. “The manage. 
ments of most firms eagerly pur- 
sue increased sales and measure 
the success of their marketing 
efforts in dollar sales volume. 

“They may not realize that such 
a policy does not necessarily re- 
sult in a maximum of net profits: 
that in fact profits can often be 
increased by bringing the distri- 
bution of their marketing effort 
more closely in line with market 
potentials, even if the short run 
result may be smaller total sales.” 

In addition to measuring the 
profitability of various segments 
of sales, Mr. Sevin provides sug- 
gestions for converting relatively 
unprofitable commodities into 
sources of profit; reduce finished 
goods inventory; simplify the line 
repackage; sell on consignment 
|increase—or decrease—advertising 
(depending upon effect of adver- 
tising on volume of sales, and 
effect of volume of sales on unit 
production and distribution costs); 
change channel of distribution; in- 
crease or decrease price. 

While also providing hints on 
practices to turn unprofitable or- 
ders into profitable ones, he em- 
phasizes that use of “selective sell- 


| ing” will demonstrate the wisdom 
‘of retiring entirely from those 
|}areas where sales do not compen- 
sate for effort. 


Bement Becomes 
Agency Partner 


Austin F. Bement, recently re- 
leased from the AAF and prior 
to that vice-president and gen- 
eral manager of Grace & Bement, 
Detroit agency, has been made a 
partner and _ vice-president of 
Trade Development Corporation, 
Chicago. 

The agency recently opened an 
office in the Dime Bank building, 
Detroit, where Mr. Bement will 
make his headquarters. 


Combs Leaves Grant 

P. Wesley Combs, vice-president 
of Grant Advertising, Inc., New 
| York, has resigned from the 
|agency, announcing no _ future 
|plans as yet. Mr. Combs was in 
|charge of the Serutan account, 
which has moved from Grant t0 
Roy S. Durstine, Inc., New York 
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Concentrated Circulation 
Gives Enduring Resuits 


92% Home - carrier - delivery and 
13% Bayonne family subscrip!ion 
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get you enduring results i1 ° 
community we have fe 


serving for 76 years. 
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Armed Forces 


Frederick B. Wilmar (Army) 
and Philip S. Beach (Army) have}! 
returned to the San Francisco of- 
fice of J. Walter Thompson Com- 
any. 

; Sgt. Jessie L. Stewart (Wac) has 
joined Stewart Advertising 
Agency, Columbia, S. C. 

Lt. Col. Paul Huey (AAF), Sgt. 
William D. Poe (Army), S/Ssgt. 
Smith W. Moseley (AAF), Maj. 
Ray W. Taylor (AAF), Lt. Mac G. 
Morris (USMC) and Lt. J. M. Mc- 
Fatridge (USNR) have rejoined 
the editorial and advertising staffs 
of the Progressive Farmer, Birm- 
ingham, Ala. 


Hibbard Rejoins WGN 


Bob Hibbard (Army) has re- 
joined the public relations and 
special features staff of WGN, 
Chicago. 

Lt. Thomas 8S. 
Bird (Army) 
has been ap- 
pointed adver- 
tising manager 
of Abbott Inter- 
national Com- 
pany and Ab- 
bott Labora- 
tories Export 
Corporation, 
North Chicago. 

William P. 
Turnesa (Navy) 
has been ap- 
pointed sales director of Pressure- 
lube, Inc., New York. 

Lt. Montgomery N. McKinney) 
(Navy) has returned to Earle Lud- | 
gin & Co., Chicago, as a partner | 
and account executive. 

Leo B. Pambrun (USMC) has) 
rejoined Stewart-Warner Corpora- | 
tion, Chicago, as assistant adver- | 
tising manager in charge of the| 
radio division. 


S. Bird 


Thomas 


Lt. Henry C. L. | 
Johnson (Navy) | 
has resumed his 
position as ad-| 
vertising man-| 
ager of the 
radio division, 
Sylvania Elec-| 
tric Products, | 
New York. 

Lt. Robert W. 
Hunter (USCG) | 
has rejoined 
Outdoor Adver- | 
tising Incorpor- | 
ated, New York, and after com-| 
pleting special work will resume) 
his sales duties. 

Lt. Col. Dick Holt (AAF) has, 
resumed duties as supervisor of) 
tires, batteries and auto supply | 
sales with Tide Water Associated 
Oil Company, Los Angeles. 


Two Join Bauerle 


Capt. Stuart Cromer 
and Lt. Field Beam (Navy) have 
joined T. R. Bauerle advertising 
agency, Chicago, as account ex- 
ecutives. 

Lt. Comdr. Robert D. Morgan) 
and Maj. James Fuller (AAF) | 
have joined the eastern sales staff | 
of American Druggist Magazine. | 

Lt. Peter Frantz (Navy) has 
joined Behel & Waldie & Briggs, 
Chicago, as account executive. 

Comdr. Robert Chambers has) 


-—PARDON US 


Some New Customers 
Are Waiting For You 


if your business is something 
to eat or drink 


... or something to wear, or just | 
about anything. Here’s a market 
that really responds to the “invi- | 
tation to buy.” For the Negro 
looks to his race press with con- 
fidence and loyalty. Your adver- 
lising in these papers can win 
the response and regular patron- 
age of this 7 billion dollar mar- | 
ket. Get the facts on some of the 
success stories built by advertis- 
ing in this live field. Drop a let- 
ter or post card today to 
“Interstate United Newspapers, Inc. 
545 FIFTH AVENUE, NEW YORK. 


H. C. L. Johnson 


(Army) | 


A 
_ 


joined the Chicago staff of Mc- 
Cann-Erickson as an account ex- 
ecutive. 

Verne Eastman (Army) has re- 
joined Hixson - O’Donnell Adver- 
tising, Los Angeles, as an account 
executive. 

Henry Olczak (USMC) has 


‘joined Advertising Production 


Service, Chicago, as an account 
executive. 


Pfeiffer Joins Brother 


Walter T. Pfeiffer (Navy) has 
joined the Pfeiffer Agency, Omaha, 
Neb. The agency was opened last 
January by Clifford Pfeiffer, Wal- 
ter’s younger brother. 

Capt. Harry Ainsworth (AAF) 
has joined the staff of Groves- 
Keen, Atlanta advertising agency, 
as production manager. 

Lt. John Prince Jr. (Army) has 
been appointed New York repre- 
sentative for the news and public- 
ity bureau of the Merchandise 
Mart, Chicago. 

George Radding (Army) has re- 
joined the advertising sales staff of 
Barron’s National Business & Fi- 
nancial Weekly. 

Vincent A. Francis (AAF), with 
NBC in San Francisco since his 
release from the service, has been 


appointed manager 
Recorders’ San Francisco division. 
Lt. John D. Lupton (AAF) has 
been named advertising manager 
of Florist’s Review, Chicago. 
James Bradbury (Army) has re- 
joined the art staff of Beaumont, 
Heller & Sperling, Reading, Pa. 


Wright to RCA Victor 


Lt. Col. Gordon Wright has been 
appointed field sales manager for 
the Home Instruments division of 
RCA Victor, Camden, N. J. 

Marion A. Hunt Jr. (Army) has 
been named assistant advertising 
manager of Carstairs Distilling 
Company, New York. 

Howard T. Horwich (Army) has 
been appointed advertising man- 
ager of Shure Brothers, Chicago 
mail order company. 

Lt. Comdr. Gilbert Stender has 
rejoined Benton & Bowles, New 
York, as an account executive. 

Lt. Bert R. MacMannis (Navy) 
has rejoined Conde Nast Publica- 
tions, New York, as a salesman on 
Glamour’s advertising staff. 


Two Join Fitzgerald 


Lt. Comdr. Donald H. Halsey 
and Harley B. Howcott have joined 
Fitzgerald Advertising Agency, 


of Universal | 


New Orleans. 

Gilbert R. Lesser (Army) has 
rejoined Emil Mogul Company, 
New York, as account executive. 

Lt. Comdr. Ned Hullinger 
has joined the Hollywood pub- 
licity staff of the American Broad- 
casting Company. 

Lt. Col. Richard G._ Elliott 
(AAF) has rejoined Theodore R. 
Sills & Co., Chicago public rela- 
tions organization. 

Henry Fox Bristowe (AAF) has 
formed Bristowe & Associates, a 
new public relations organization, 
in San Francisco. 

Lt. Comdr. Richard Klaus and 
Ed Weaver (Army) have joined 
the sales staff of WJW, Cleveland. 

Comdr. William E. Davies has 
rejoined International Printing 
Ink division of Interchemical Cor- 
poration as manager of IPI’s New 
York branch. 


Joins ANPA Bureau 


John Holzapfel (Army) has 
joined the Bureau of Advertising, 
American Newspaper Publishers 
Association, New York, as assist- 
ant research manager. 

Lt. Col. Hubert Townsend 
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Chicago, Capt. Charles Fitzmorris 
has also joined the agency’s Chi- 
cago office. 

Allen Bussman (Army) has 
joined the Cleveland staff of Ful- 
ler & Smith & Ross as a member 
of the client service department. 

D. Ray Park (Navy) has been 
elected vice-president in charge 
of sales for Smith & Caffrey, Syra- 
cuse. 

Capt. James C. Scheller (AMC) 
has been appointed advertising 
manager of Nutrition Research 
Laboratories, Chicago. 

Raoul Blumberg (Army) has re- 
sumed his position as promotion 
manager of the Washington Post. 

Lt. Hugh J. Moore (Navy) has 
rejoined Irving-Cloud Publishing 
Company, Chicago, and has been 
appointed western representative 
of Jobber Topics and Super Serv- 
ice Station, 


Best Named A.M. 


Sidney R. Best (Navy) has 
joined the R. K. LeBlond Machine 
Tool Company, Cincinnati, as ad- 
vertising manager. 


Maj. Carroll K. O’Rourke and 
T/4 Wayne Bagley have rejoined 


(AAF) has been named art direc- ithe Portland, Ore., staff of Mac 
tor of Dancer-Fitzgerald-Sample, | Wilkins, Cole & Weber. 


ob eee OF 
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Speaking of Chain Reactions... 


—advertisers know that consumer reaction depends a great deal upon choice of 
media. In the $2,000,000,000 sportsmen’s market, Hunting & Fishing has proved 


again and again that it is the strongest link between the men who spend heavily for sporting 
equipment and those who aim for the rich heart of this market. 


Reader reaction to Hunting & Fishing’s unique editorial treatment has pushed its circula- 
tion to a huge 374,000—and more—every month. And reader reaction to advertising in Hunting 
& Fishing has amazed agencies and their clients—for Hunting & Fishing has consistently demon- 
strated for many advertisers that it pulls greater response—produces results at lower cost per in- 
quiry—than any other outdoor publication. 


To set up the chain reaction between customers and merchandise that results in sales, 
Hunting & Fishing offers you the most powerful link between you and your market—at surpris- 
ingly low rates. 


HUNTING AND FISHING MAGAZINE 


“The Vox Pop of the Sporting Field" 
275 NEWBURY STREET, BOSTON 16, MASSACHUSETTS 
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Gulf Introduces 
3 Insecticides; 
Maps May Drive 


Pittsburgh, Feb. 13.—‘For profits 
from bugs, go—Gulf,” advises Gulf 
Oil Corporation in current adver- 
tising to dealers via business 
papers. In May, the company, 
through Young & Rubicam, New 
York, will launch a consumer cam- 
paign to back an “improved” 
Quick-Action Gulfspray, and two 
new products—Trak insect surfi- 
cide and Tag insecticide. 

The consumer advertising will 
consist of spot radio time over 
about 215 stations in Gulf’s ter- 


SSOURIS A MARKET 
pd 


ST. JOSEPH NEWS-PRESS 
St.Joseph GOuzette 


‘Trak, and small space in news- 


ritory (eastern seaboard and 
Texas) promoting Gulfspray and 


papers for Tag. 
Use As a Team 


Quick-Action Gulfspray; Gulf 
tells dealers, is c6mposed of pyre- 
thrins (“fastest bug-killing agent 
known’’) plus one quarter of one 
per cent DDT—‘“making this new 
Gulf ‘space spray’ a contact in- 
secticide that really lives up to 
its name.’ The product is for 
spraying into the air to kill flies, 
mosquitoes, moths, gnats and 
many crawling insects. Trak, 
newly developed and containing 
6% DDT, is for spraying or brush- 
ing on screens, walls, porch ceil- 
ings, and is claimed to leave a 
DDT residue that “unless removed, 
kills flies, mosquitoes, moths, ants, 
fleas, silverfish, and many roaches 
for weeks and months.” Gulf rec- 
ommends using Trak and the 
Gulfspray as an_ insect-killing| 
team. 

Tag, for killing bedbugs, con- 
tains 5% DDT plus organic thio- 


cyanates, and is for spraying on 
mattresses, springs, and in other 
bedbug-lurking crevices. The 
product, Gulf claims, is effective 
for as long as six months if used 
as directed. 


Ward Shifts Managers 


L. E. Swanson, manager of 
Montgomery Ward & Co.’s south- 
western region with headquarters 
in Kansas City, has been trans- 
ferred to Chicago to head the re- 
tail stores in Michigan, Illinois, 
Indiana, Ohio, Kentucky and Ten- 
nessee, He will be succeeded by 
L. J. Rabtoay, retail merchandise 
manager. J. P. Barr, merchandise 
manager of the West Coast region, 
will in turn take over the position 
formerly held by Mr. Rabtoay. 


Appoints Ray 

Harriet Ray, previously in 
charge of the advertising depart- 
ment of the John Wanamaker 
store in Philadelphia, has joined 
Altman - Gilbert Advertising 
Agency, Cedar Rapids, Ia., as chief 
of the copy department. 


Now Available 


to Industry! / 


/ 


ILLUSTRAVOX Sound Slidefilm Projectors 


sound slidefilm projector is 


After almost four years’ mili- 


tary service the Illustravox 


ing message in 


spoken words. 


here, ready to train salesmen, introduce new prod- 


ucts and speed up promotional activities. 

No “war baby,” Illustravox was already field- 
tested and proved before the war by leading in- 
dustrial concerns. Accelerated military training 
programs further proved Illustravox superiority. 


Today, training experts agree—on every training job, 


Iilustravox is the one best u ay. 


Portable and inexpensive, Illustravox uses rec- 


ords and slidefilm to present your perfected train- 


/ 


/ 


attention-arresting pictures and 


Over 75% of all sound slidefilm 


equipment now in use is Illustravox! 


Place Your Order Now 


To guarantee speediest possible delivery of your 
Illustravox equipment, place your order today. 
Until production can meet the ever-increasing 
demand for Illustravox, orders will be filled accord- 


ing to date received. The earlier your order is 


received, the sooner you can put Illustravox to 


Division, Dept. 


work. The Magnavox Company, Illustravox 


AA-2, Fort Wayne 4, Indiana. 


ILLUSTRAVOX 


THE ILLUSTRATED 


VOICE 


DIVISION OF THE Mae navox COMPANY: FT. WAYNE 


MAKERS OF 


FINE RADIO-PHONOGRAPHS 
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‘City X’ Ads 
Help Packard 
Win Dealers 


Detroit, Feb. 14—A new twist 
in automobile dealer franchise ad- 
vertising has resulted in a flood 
of inquiries to the sales division 
of Packard Motor Car Company, 
which has set a goal of 2,400 deal- 
ers compared with its prewar peak 
of 1,540. 

A series of “City X’” dealer 
franchise ads, scheduled in five 
automotive trade publications last 
year, featured an air view of an 
unusual community. Copy stated 
that “this city is a Packard ‘open 
point.’ But not for long, for this 
city offers just what an alert and 
enterprising dealer is looking for. 
Pleasant living, a profitable mar- 
a ae 


Widespread Response 


Response to each of the four 
“City X’” ads was widespread, ac- 
cording to C. E. Briggs, Packard 
assistant general sales manager 
who heads the company’s dealer 
expansion program. They pic- 
tured Winston-Salem, N. C., River- 
side, Cal., Bay City, Mich., and 
Beaver Falls, Pa. According to 
Mr. Briggs, all the “City X” fran- 
chises were quickly snapped up 
and many others have been 
granted to qualified dealers. 


| The company currently has 
|more than 1,750 dealers, against a 
|}low of 600 a year and a half ago. 

“Our goal is 2,400—in line with 
/our expanded program for post- 
| war sales,” Mr. Briggs said. “We 
|could grant the remaining fran- 
| chises immediately, inasmuch as 
| there are six or seven applicants 
|for each, but we are taking our 
time to see that the right person 
is in the right place.” 

It is understood that transitional 
advertising is in preparation to 
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SHAW SALES CORPORATION |...) iam pee 
160 BROADWAY, NEW YORK 7, XN. Y. ; nature 
Full- 

NEW SOAP—Shaw Sales Corp., New Mcolors, 
York, is announcing Ravo powdered f#“Doom: 
soap with this copy in several busines; MM <chedul 
papers prior to consumer promotion in rday E 
newspapers late this month, through nese 

L. H. Hartman Co., New York. Spot N 
radio and a regular business pape pt Neu 
schedule will be used through Copley It i 
Advertising Agency, Boston. Weed 1 
will be 
bridge from the “City X” theme ’e™ ™é 
to another business paper treat™™ouon 
ment of franchise promotion. ket get 
Young & Rubicam handles the Of 
Packard account. Coun 
ber wi 
Textron Elects Rawle the agi 
Marshall Rawle, vice-presidengg cultura 
in charge of the sewn producimoffer tt 
division of Textron, Inc., Newfto the 
York, has been named executivedito utili 
vice-president coordinating  thdlprograr 
company’s selling, advertising#ion of 
merchandising and sewing opera- the ru 
tions for lingerie, blouses, men’ : 
wear and home furnishings. produc 
iv with ¢ 
° secticic 
Joins Masterkraft Cont 
Miss Avis Charno has been ap-motion: 
pointed director of advertisingMito arou 


promotion and public relations 0 
Masterkraft, Inc., New York. 
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Dow Weed Killer 
to Be Promoted 
in Broad Drive 


(Picture on Page 63) 

Midland, Mich., Feb. 14.—Ex- 
tensive promotion of a spectacular 
new development in weed de- 
struction and control is being 
planned by Dow Chemical Com- 
pany through its Agricultural 
Che ‘mical division. 

Starting this month and con- 
tinuing through next June, 2-4 
Dow Weed Killer advertising will 
appear in farm and trade pub- 
lications covering a_ substantial 
number of fields considered to be 
‘naturals” for the product. 


Tele 
COrtiand 130% 


Full-page insertions in four 
orp., Newmcolors, bearing the caption 
powdered “Doomsday for the dandelion,” are 
sl busines scheduled for the March 9 Sat- 
>motion inf rday Evening Post, March 30 Busi- 
; age: ness Week and the April 22 issues 
oe “paefgot Newsweek and Time. 
gh Copley It is expected that 2-4 Dow 
ston. Weed Killer advertising schedules 

will be expanded to include shel- 
x” theme ter magazines as intensive pro- 
er tregqgmotion directed at the urban mar- 
stion. ket gets under way. 
ndles thd Offered in Bulk Amounts 
Country Gentleman’s April num- 
ber will touch off promotion in 
vle the agricultural field. The Agri- 


cultural Chemical division will 


‘president 


produciq™moffer the product in bulk amounts 
nc., Newmto the rural market as well as 
executiv@ito utilities and other fields. This 
ting th™program is part of Dow’s expan- 


ivertising 
ng opere- 
es, men’ 
igs. 


sion of this division in selling to 
the rural markets other of its 
products, such as those concerned 
with animal husbandry and in- 
secticidal needs. 

Contemplated also are local pro- 
motions which will be slanted 
to arouse urban “crusades” against 
veeds causing familiar forms of 
allergy, particularly the increas- 
ngly common hay fever. 

MacManus, John & Adams, De- 
troit, is the agency. 


been ap- 
ivertising, 
‘lations 0 
fork. 


| Bennett Appointed 
®General Sales Manager 


im Ross A. Bennett, 


| ociated with Ford Instrument 


‘company, Long Island City, has) 


formerly as- | 
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Loudon Names Thomas 


Earl G. Thomas, who handles 
the sponsor participation program 
titled “Invitation to Breakfast” 
available to one station in each 
market, has been named radio di- 
rector of Henry A. Loudon, Ad- 
vertising, New York, to direct both 
network and spot radio emanating 
from New York and Boston offices 
of the agency. 


Appoints Twiss 

The House of J. Hayden Twiss, 
New York, has been placed in 
charge of advertising of Non- 
Fluid Oil, manufactured by New 
York & New Jersey Lubricant 
Company, Newark and New York. 


Joins Garfield & Guild 


Janice Conway, formerly adver- 
tising director of Kay Daumit Cos- 
metics, Chicago, has joined the 
copy staff of Garfield & Guild, San 
Francisco. 


Vick Reorganizes 


Products Division 
Under H. A. High 


New York, Feb. 13.—Herman A. 
High, a director of Vick Chemical 
Company since 1943, and formerly 
general sales manager, has been 
appointed general manager in 
charge of sales and advertising of 
the Vick products division. The 
new appointment heads up a list 
of changes effected under a new 
organization plan. 

Jerome Patterson, also a direc- 
tor and formerly advertising man- 
ager for Vick products, has been 
named manager of the staff de- 
partment in advertising which 
serves all divisions of the com- 
pany, including subsidiaries. He 
will be succeeded by Chester H. 
DuClos, with W. T. Malone as as- 


sistant on new products advertis- 
ing. 

Richard D. Waters, recently re- 
turned to Vick after three and 
one-half years’ Navy service, has 
been named sales manager; Don- 
ald A. Livingston, who served a 
similar period with the Army, 
has been appointed assistant sales 
manager; Kirby Peake, formerly 
assistant sales manager, will be 
manager of the newly-established 
merchandising department, and D. 
D. Conkwright will continue as 
sales promotion manager. 


Three Name Riordan 

John H. Riordan Company, Los 
Angeles, has been named to handle 
the advertising and publicity of 
Pacific Airlines; Gay, Inc., manu- 
facturer of Ryan polish remover, 
and Commando Chemical Com- 


pany, manufacturer of DDT in- 
secticides and other household 
products. 
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Magazine Changes Name 


The McGraw-Hill publication, 
Wholesaler’s Salesman, has 
changed its name to its Original 
title Electrical Wholesaling. The 
latter title was used from 1932 to 
1937, and clarifies the magazine’s 
field of coverage. 


Effective with 
March 11 issue. 


“a 


— 
== 


Final closing, noon : 

Monday in Chicago, } 
SE preceding week of § 
=© publication. 
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S / eT 


been appointed general sales man-_| 


cer 
thinery Company, Durham, N. C 


of Wright’s Automatic Ma- | 


At the packaging exposition in | 


imAtlantic City, April 2-5, the com- 
any will introduce three new 
Mmutomatic packaging machines—a 
ellulose banding machine, a May- 
lex cellophane wrapper, and a 
machine which weighs and dis- 
harges free flowing and non-free 
fowing materials 
| lined net weights. 


© Hirshon-Gartield 


Adolf Gobel, _Inc., Brooklyn, 
ae meat products, has named 
rshon- Garfield, Inc., New York, 


0 handle advertising and mer- | 


lal ee for its retail store chain | 
{ home service system. 


lal 
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ad is just a sample of what can be 
done with this amazing new type 
setting device-and it cuts costs, too, 
eliminating display type and hand 
lettering charges. Quick, simple, eco 
nomical ... any office girl can be your 
compositor 


Write TODAY for catalog explaining 
the FOTOTYPE system and showing 
the 60 modern types now available 


THE FOTOTYPE COMPANY 
625 W. Washington, Chicago 6 


esiden s 5 


REVIE V 


@ Set entirely with FOTOTYPE, this | 


at pre-deter- | 


in NASHVILLE 


SHOES 


by the thousands are made 


Thousands upon thousands of Americans wear made-in-Nashville shoes. . . . For this market, 
workers here make thousands of shoes daily — placing shoes among the leading products of 
Nashville. . . . Such industrial activity — thriving on low cost Tennessee Valley power — adds 
millions to Nashville payrolls and makes this area one of the best post-war markets of America. 


... Here, over a million potential buyers await your sales message, which will be delivered to 


| AMERICAN 
| MUTUAL 


Represented Nationally by 


THE KATZ AGENCY, 


5,000 WATTS—980 K.C. 


the most listeners for the least money by WSIX. 


WSIX gives you all three: 
Market, Coverage, Economy 


INC. 


The" 


NASHVILLE 
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Wanted,” 
60 cents a line, minimum charge $2. 
and spaces per line; light body face 
lines. Terms cash with order. 
publication date. 


The Advertising Market Place— 


The rates for this department are as follows: “Help Wanted,” “Positions | 
“Representatives Wanted,” 


and “Representatives Available,” 
Figure bold face heads 25 letters 
34 per line. Box numbers add two 


Forms close Tuesday noon preceding | Art Director’s assistant. 
Display advertisements take card rates. 


REPRESENTATIVES AVAILABLE | 
Desire to represent Distributors, | 
Brokers or Manufacturers on good 
selling lines Advertising Novelties, 
Direct Mail, Mat Services or suc- 
cessful Advertising ideas. Commis- 
sion only. Ohio Territory. 20 years 
experience merchandising and ad- | 
vertising. Excellent references. 
Box 7975, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Business Papers wanted for New 
England area. My office will be in 
Boston. Four years selling experi- 
ence has taught me how to sell New 
Englanders. 

Box 7992, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
REPRESENTATIVES WANTED 
National build publication in 
trade paper field desires representa- 
tion in Middle West, preferably with 

Chicago headquarters. 
Box 7993, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


POSITIONS WANTED 
ADVERTISING: 8 years sound ex- 
perience in: Successful direct mail 
selling; retail, wholesale, industrial 
copywriting; catalogue preparation; 
market research; advertising pro- 
duction; budget preparation. Ex- 
perienced in 
dealer and salesmen rélations. Age 
34. Married. University graduate. 
War veteran. Present job 5 years. 
Will earn $6000. Photo and detailed 
account of experience gladly sent 
by return mail. 


Box 7997, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING BRAIN 
Avaliable to agency or company 
needing advertising manager with 
experience (over 20 years) and 
sound knowledge of copy, merchan- 
dising, selling. Will accept assign- 
ment on fee basis to prove worth. 

Box 7988, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


manufacturer-jobber- | 


TECHNICAL WRITER 


The technically<trained young writer 
we are leoking for will prepare arti- 
cles, descriptions and stories about the 
parts that go into an automotive elec- 
trical system. There will be plenty of 
change ef pace from brief engineering 
artides to easy-to-read items for the 
layman. 

There is an adequate salary waiting 
for this man, a wide open future and 
comfortable living in a live, mid-west- 
ern city. 

If you feel this is your opportunity, 
please tell us about yourself — age, 
earning capacity, education, family, 
and your experience . . . perhaps as 
a writer of the technical press . 
perhaps as an engineer with a flair 
for writing. Just write us why you 
believe you should have this better- 
than-average chance. Address 


BOX 6415, ADVERTISING AGE 
100 E. Ohio Street, Chicago 11, Illinois 


TYPE ARTIST 


WE NEED a man with compre- 
hensive knowledge and recog- 
nition of type and type faces; 
ability to create unusual, artis- 
tic, and sensible type layouts; 
ability to scale and mark up 
copy for compositor. Large, 
growing mail-order and retail 
business, with definite perma- 
nent future for this job. 


SPIEGEL, INC. 
(Mr. Frank E. Swanberg) 


1061 W. 35th Street 
Chicago 9, Illinois 


POSITIONS WANTED 


LAYOUT AND COPYMAN 
Ideas, layouts, visuals, copywriting, 
editing. Desires agency or publish- 
ing house connection. Outstanding 
ability in women’s fashions or cos- 
| metics. Excellent background for 
Army Pub- 
| lic Relations. Bachelor of Journal- 
ism degree in advertising. Married 
... 27... Available for interview 
in Middle West. 

Box 7994, ADVERTISING AGE 
} 100 E. Ohio St., Chicago 11, Ill. 


AGENCY MANAGER 


| Somewhere in Chicago a medium 
| size agency is seeking an experi- 
enced agency man to take over in- 
side management—Personnel—Traf- 
fic—Art—Production—Media. Also 
relieve busy head, contacting house 
accounts. Develop new business in- 
cluding some of his own. 

Box 7987, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


ADVERTISING EXECUTIVE 


Just released Lt. Col. Air Forces and 
looking for connection as Advertis- 
ing or Sales Promotion Manager 
with mfrer. or contact and plan with 
agency. Twelve years exp. with 
large corporations all phases of ad- 
vertising—budgets, space, literature, 
displays, radio, contests, premiums. 
Also five years agcy. exp. contact, 
plan, copy. Will go anywhere; ac- 
customed to addressing wholesalers 
and dealers; a mature, proven, hard- 
working partner to a busy sales 
manager. Salary $7200 to $8400. 
Box 8003, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
JR... SPACE SALESMAN 
Vet. 28, College Grad. 2 yrs. experi- 
ence personal contact work—Adv. 
Background — Desires opportunity. 
Box 7998, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
Ex-serviceman, four years experi- 
ence radio production, scripts, copy, 
desires position in radio department 
of established agency. Samples, ref- 
erences available. 

Box 7999, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
Photography Salesman 
Ex-Army Captain desires to sell for 
small progressive studio that wants 
to get ahead. 7 yrs. experience. 

Box 8000, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


IS YOUR MARKET RESEARCH 
DEPARTMENT FULLY STAFFED? 
| No, then will you chance a “young- 
ster’’ with limited experience and 
}all requirements completed for a 
Master’s degree in psychology? 
| Box 8002, ADVERTISING AGE 


| 330 W. 42nd St., New York 18, N. Y. 


STATION 


KFH e Wichita 


K nowledge of Territory Served — 
The factors and interests of “Kansas Richest Market” are vital 
in building KFH programs — filling the varied demands and 


needs of every section of a great area. 


F eceling of the Audience — 


Tailor-making programs to the local interest and the local 
desires helps much to make KFH the favorite, most believed-in 
station; helps “‘sell’’ the commercial announcements. 


H andling of Programs 


for sustained interest throughout the broadcast hours makes 
every minute, every spot, a “live” spot on KFH, addressed to 
a tuned-in audience willing to listen, eager and able to buy. 


That’s Why t 


KFA 


wic 


Wichita is a Hooperated City 


CBS « 5000 WATTS DAY AND NIGHT « CALL ANY PETRY STATION 


he best buy is— 


HITA 


Advertising Age, February 18, 1548 


A principal in a small 
New York Advertising Agency 
may be in this position 


Among his accounts may be two or three requiring com- 
plete service facilities. To hold this business he is doing 


one of two things: 


Paying more in salaries, rent and general over- 
head than present gross income justifies, leaving 
scant “take-home” pay for his own efforts, or 


Wearing himself to a frazzle in the attempt to 
shoulder several jobs, thereby reducing his 
chances of developing more business. 


If that sounds like you, perhaps you might be interested 
in heading up the New York branch of a well-established, 
completely organized out-of-town agency which has an 
enviable reputation for good work and an excellent rec- 
ord for holding and developing national accounts that 
are leaders in many diversified fields. 


We are now looking for a Manager of our New York 
branch which has been in operation for 16 years, and 
while experience, ability and personality are the impor- 
tant factors, control of two or three desirable accounts 
would represent plus value. 


If you prefer, express your interest through a third party 
but please give sufficient information about yourself, 
number and classification of accounts, total volume, etc., 
to enable us to decide whether or not there might be 
any point in further contact. 


(Our organization knows about this advertisement.) 
Box 6413, Advertising Age, 330 W. 42nd St. 
New York 18, N. Y. 


@ Great Opportunity For 


SALES PROMOTION MAN 


The man we want should have experience in 
the building field, preferably in domestic, in- 
dustrial or commercial heating. 

He will be given the opportunity to “run his 
own show” for the leading merchandiser of gas 
heating equipment. 

His responsibilities will include writing and 
producing promotional literature for gas heat- 
ing products. 

He will be required to write and present sales 
training programs to trade groups, which will 
entail considerable traveling. 

We are willing to pay a substantial salary to a 
high caliber, “self-starter”, with the necessary 
experience and capacity for getting a job done. 
All correspondence strictly confidential. Please 
reply by letter only. 


Address: 


Surface Combustion Corporation 
Toledo 1, Ohio 


Personal Attention: Marketing Director 


FULL TIME 
MID-WEST ADVERTISING 
REPRESENTATIVE 


Wanted—Ex-service man in late twen- 
ties or early thirties living in Chicago 
or Detroit areas who knows boats and 
who has had aviation a 
pilot) experience to regularly call 
upon approximately 300 advertisers 
and their agencies from Rochester, 
N. Y. to Peoria, Ill., and from Pitts- 
burgh to Twin Cities, with occasional 
trips to St. Louis and Ft. Worth area. 


Must use own car, have sales per- 
sonality backed by integrity, and ap- 
titude for marketing statistics bearing 
on marine and aviation industries. 
Must be prepared to travel 75% of 
time, at least during first year or so. 
Salary to start $75 per week, plus 
expense. 


Man chosen will represent the eastern 
publishers of a monthly boat publica- 
tion and a monthly aviation publica- 
tion. These publications are unique 
in their respective fields and have a 
proven future. Applicant will be can- 
didate for a position of much respon- 
sibility and for a future salary com- 
mensurate with same. 


Please apply in writing, stating quali- 
fications, to Publisher — 


BOAT & EQUIPMENT NEWS 
AIRCRAFT & EQUIPMENT NEWS 
16 East 4ist Street, New York, N. Y. 


WANTED 


Opportunity Knocking 
For the Right Man 


Creative assistant wanted for adver- 
tising director of a large nation! 
in the Midde 
Should have extensive exper - 
folder 
Be strong on 
copy selling to and through the re- 
Will be expected to shoulder 
|] many responsibilities for promotic” 


advertiser located 


West. 
ence writing broadsides, 


dealer ad mats, etc. 
tailer. 
activities, tying-in with firm's mag 


Shou! 


know printing, art work, etc., coo 


zine and radio campaigns. 


dinating his abilities with a larc 
|| staff. Unusual opportunity for a cre 
between 30 and 4 
Startir 


tive individual 
with executive qualities. 
|| salary $6000.00 per year. 


BOX 6412, ADVERTISING AGE 
100 E. Ohio Street, Chicago II, |! 


\dvefi 


SALES! 
ware, D 
W holesa 


ig 


SO ren 
5 
5 
et 


We ar 
New 0) 
fast-gr 
portuni 
man W 
in copy 


The co 
out in 
were W 
He can 
day in 
that sf 


If that 
from y 
tails oO 
salary 
LICAT: 
ing Bu 
Camp | 
Assi 
For la 
tion. 
write < 


Young 
ability 
under 

portun 
year O 


| : : Z ; * , " ° € wie se 5 45 does eke ey % y < > aah * i : : eae ? A : ¥ ‘ A Z s 4 “hs e in 7 r 
anit ss , ae 42 : , : 
ec . a 
ae : 
_. mi, 
a , : ti i ba 
i ex lusit 
4 _ d be A 
“ Box 
cal ee | 100 1 
ea Pe loves. b 
a | ac tiviti 
er opportu 
as rr C 
&g | ae 
&g ee | he 
oy . Loca 
meee: } 
a ; ee age, ed 
aa at . In 
a Box 
— oe 
4 ~ ADV! 
ae . ALI 
> ae } Pla 
1 | GEOF 
pes ) —_—————_—_——— 209 Se 
eee s 
| | | ee 
&g | | 
: 
¢§ | 
| | - 
‘ | t aea 
tie | Po mi 
pa! | and id 
. ee " 
: | 100 
7 ? | pe 
7” ee _ 
; ——————————————————————————————————— pians % 
ict once, ¢ 
4 | expect 
4 as ville 
Gite Attent 
- a aa 
2 : —— 
ee / | 
E ) i? = | os 
& kes? gt eg iz 
_ pat MIke” dation? “mal Ww 
Sar “ e re | e.g |, 
5 3 z = 5 t ee ca ee Pe i er + ; | 
j 3 —: -_ 
* . ne | t 
I 
mie ; re | | 
ee l 
i aa | 
a ee —<—<—<—$<—— Sas | 
= : 2 
s a ! 
eas, cc 
a: ; | 
a ae | 
—— | AR 
) ; | 
eet I 
ae | 
| 
' cc 
ont AT sociD s<crt/0N = 
; oy | ' 
Ht te ISS | { 
' SC —“(t;esSS 
S20 | 
ware, — ee | 
ke Soba |W 
Ee ee — Ester | | i. 
Pe Siacaeer beer | if 
| 
| Ie | 
ee | ‘A 
| 
| 106 
a | | 
| __ 


8, 1948 
TRIE ay 


pe 


— 


corti ime 


Vo tet 


r adver- 
nation.! 
Midd 

> exper- 
folder 
rong on 
the re- 
shoulder 

romotic " 

$ mag 
Shou! ¢ 

>. COO 

a larc 

‘acre 
and 4 
Startir 


\dvertising Age, February 18, 1946 


POSITIONS WANTED at 
<aLESMAN — Housewares, Hard- 
; Drug. Electrical experience in 
wholesale, Syndicate and Depart- 
ment Store Trade. Covered thor- 
sichly east of Kansas City and 
th of Louisville. Seeks full time 
le line or attractive short lines 
immediate delivery. Now con- 
trating on Indiana, Michigan and 
. Plenty of Sales, Sales Pro- 
ion and Field Sales Administra- 
background. Will consider only 
usive territory. Commission 
. Available 15-30 days. 
Box 7996, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


W C, 


HELP WANTED 

PUBLICITY WRITER 
Young man (veteran, probably) who 
ioves boating, fishing and_ outdoor 
etivities will be interested in this 
opportunity to work with congenial 
group on nation-wide program. Must 
have one or more years’ experience 
preparing news and feature copy. 


Location: Chicago. Write giving 
age, education, salary requirement, 
etc. Include photo if you have one. 


Box 7989, ADVERTISING AGE 
100 E. Ohic St., Chicago 11, Ill. _ 
~“ ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Placement anywhere in the 
United States 
GEORGE WILLIAMS—Personnel 
209 S. State St., Har, 2063, Chicago 
je SUNNY NEW ORLEANS 
We are expanding down in sunny 
New Orleans—the metropolis of the 
fast-growing New South—where op- 
portunity is knocking for the right 
man with top-drawer qualifications 
in copy and layout. 


The copywriter we need can grind 
out industrial copy as though he 
were writing letters “home to Mom. 
He can rough layouts at top speed 
day in and day out, with fresh ideas 
that sparkle and sell. 


If that sounds like you, let us hear 
from you—by airmail. Give age, de- 
tails of experience, education and 
salary expected. H. L. PEACE PUB- 
LICATIONS, The South’s Fast-Grow- 
ing Business Paper Publishers, 344 
Camp Street, New Orleans, La. | 
~ Assistant Advertising Manager 
For large Direct Selling Organiza- 
tion. Prepare rough layouts and 
write copy for promotional material 
to dealers and consumers. Oppor- 
tunity for man 25 to 35 with ability 
and ideas. Write fully. 

Box 7991, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
Young man with sales and layout 
ability and capable of development 
under excellent direction. teal op- 
portunity for growth with this 100 
vear old daily. Important post-war 
plans already under way. Write at 
onee, experience, references, salary 
expected, enclosing picture. Janes- 
ville Daily Gazette, Janesville, Wis. 

Attention: Gressman. 


Hire a Veteran 
With a Future 
in Advertising 


* 


RESEARCH. 4 years exp. 
agency, integrated from 
plan to report. Chicago. 
$4000. JH-221 


MERCHANDISING or con- 
tact. Year large agency 
exp. Knows Spanish. East. 
$2500. JH-222 


COPY, sales prom. Retail, 
mail exp. Chicago. $2500. 
JH-223 


ART, layout. 8 yrs. studios, 
agencies. Chicago. $3000. 
JH-224 


COPY. Prom. Mdseing exp. 
Chicago. 
JH-225 


radio, retail. 


$2000. 
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* 


Write or Phone 
JOB HUNTER today! 


A Free Service of 
Advertising Age 
100 E. OHIO ST., CHICAGO 11, ILL. 
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HELP WANTED | 
FRED J. MASTERSON 
Advertising & Publishing 
Personnel 
Placements of all types with lead- 
ing organizations. 

185 N. Wabash Ave., Chicago 
EXPERIENCED LAYOUT ARTIST 
Capable of creating visuals and 
making finished comprehensives. 
Work will include industrial illus- 
tration, figures (no fashion), post- 
ers. Applicant must be versatile and 
fast. 40-hour week. Good working 
conditions and an excellent oppor- 
tunity for advancement in a rapidly 
growing agency in Houston — 
Southwest’s largest industrial city. 
Write giving full details of last 4-6 
years employment, state salary de- 
sired and furnish samples, which 
will be carefully handled and 
promptly returned. 


Box 7990, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 

FURNITURE ARTIST 
Large retail furniture store in 
southwestern Ohio needs artist ‘with 
layout and detail experience. Good 
opportunity. Splendid working con- 
ditions. 

Box 8001, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 
____ MISCELLANEOUS 
Catalogs—Catalogs—Catalogs 
For agencies or their clients. New 
organization of vets will take these 
jobs off your hands. 

Box 7995, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 
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Small Training 


Classes Are Best, 
CIAA Is Advised 


Chicago, Feb. 12.—Small classes 
have been most successful in con- 
ducting the Delta school for train- 
ing dealers’ salesmen, Walter E. 
Schutz, advertising manager, Delta 
Mfg. Company, machine tool 
builders, Milwaukee, told the Chi- 
cago Industrial Advertisers Asso- 
ciation last night. 

“We find that classes of six to 
eight are best for the intensive 
training courses we offer,” he ex- 
plained. “The classes run for a 
week, and Delta pays all expenses 
except transportation to and from 
the dealer’s home town. We have 
trained approximately 400 sales- 
men up to this time, and dealers 
have indicated the success of the 
courses by sending additional 
salesmen to receive the instruc- 
tion. The cost averages $55 per 
man.” 

An interesting method used by 


55 


| the company includes having sales- | ‘Women’s Wear’ Starts 


| 


customers and_ prospects 
home. The company has accumu- 
lated a mailing list of 55,000 names 
through this method. 

L. P. Niessen, advertising man- 
ager, Cutler-Hammer, Inc., Mil- 
waukee, explained the indoctrina- 
tion program given all Cutler- 
Hammer sales engineers, in which 
the purpose and effect of C-H ad- 
vertising are explained. All phases 
of the company’s extensive pro- 
gram in general and _ industrial 
media are explained, with spe- 
cific reference to its effect in in- 
creasing sales acceptance for its 
products. 


Changes Name to Uarco 


Uarco, Inc., is the new firm 
name adopted by United Auto- 
graphic Register Company, Chi- 
cago. At the same time, it was 
announced that the company plans 
to spend $1,000,000 for expansion 
during the next two years. 


men taking the course send post- . P ° 
cards carrying pictures of their | Daily Comic Strip 
group attending the classes to their | 
| back | by 


Women’s Wear Daily, published 
Fairchild Publications, New 
| York, is beginning what is be- 
|lieved to be the first daily comic 
| strip in a business paper with the 
|launching of “Sally,” the story of 
|a salesgirl’s career in the retail 
|fashion world. It is written by 
|'Edna Kaula and appears in the 


| paper’s retail executive section. 


Getman Advanced 


Burrill M. Getman, for several 
years sales manager of the sterling 
division of Gorham Company, 
Providence, has been advanced to 
vice-president in charge of sales. 
John R. O’Kane has been ap- 
pointed as Mr. Getman’s assistant. 


ACCOUNT EXECUTIVE 


Progressive medium size New York adv 
agency, centrally lecated, with list of hi 
grade accounts desires to expand. Al reputa- 
tion, complete recognition, genial associates. 
Will take on a man of real ability who can 
Maepduce immediate billing. 
Unusually attractive terms to the right party. 
Reply in strict confidence. 
BOX 6414, ADVERTISING AGE 
330 W. 42nd Street, New York 18 N. 
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TRANSPORTATION 


No. 3 


Official News of the Continuing Study of Transportation Advertising 


FEBRUARY, 1946 


“COST ONLY PART OF 
STORY,” SAYS MITCHELL 


Emphasizing the importance of the 
Continuing Study in leading the way 
to more searching media appraisal, 
John H. Mitchell, of Mitchell, Mc- 
Candless & Klaus, pointed out in a 
recent statement that the cost find- 
ings in the Cleveland study should be 
added to the other advantages of 
transportation advertising. Chief 
among these, Mr. Mitchell listed: 24- 
hour exposure; full-color representa- 
tion; local or national availability; 
repeated exposure to the advertiser’s 
name and message (62% of the Cleve- 
land adult population makes 2 or 
more round trips per week); pro- 
longed exposure to the message dur- 
ing each ride; contact with audience 
on their way to buy. 


Mr. Mitchell stressed the complete- 
ness of information made available to 
advertisers by the Continuing Study. 
“Not only does the study measure 
actual reading audience,” he said, 
“but, in addition, it is possible to tell 
what age groups ride most; what in- 
come groups ride most; frequency of 
exposure to the advertising message; 
length of ride; and many other char- 
acteristics of the riding audience.” 


“Only when other media can pro- 
vide readership information in com- 
parable detail,” Mr. Mitchell con- 
cluded, “can advertisers make true 
comparisons between one medium and 
another. We of the NATA feel that 
the Continuing Study is setting the 
pace for all media in providing the 
advertiser with the kind of informa- 
tion he has a right to expect.” 


TWICE A WINNER! 


This Paul Jones card scored 
2nd high in the Detroit Study 
and list in the Cleveland 
Study. In Detroit, 32% of all 
adult residents were readers; 
in Cleveland, 34% was the 
score. The ‘“‘controlled-recog- 
nition” method corrected for 
false identification of each 
card. 


MITCHELL, McCANDLESS 
& KLAUS 


GUARDIAN BUILDING 


CLEVELAND 14, OHIO 


CAR CARD READERSHIP Costs HiT LOW OF 
$7.03 PER THOUSAND IN CLEVELAND TEST 


Fourth Study by Advertising Re- 
search Foundation Provides New 
Facts on Riding and Reading Habits 


Cleveland, Ohio— Readership of car 
cards ran as high as 34% of the total 
adult population (over 15) of the 
Cleveland area, and averaged 21% in 
a recent 30-day study made by the 
Advertising Research Foundation as 
a part of the Continuing Study of 
Transportation Advertising. Putting 
these readership scores in terms of 
cost, the Cleveland Transportation 
Ads averaged $2.94 per thousand 
readers, with an average of only $2.03 
per thousand readers for the 3 best- 
read car cards in the test. 


Standardized Data 


The Continuing Study —initiated by 
the National Association of Trans- 
portation Advertising —was_ estab- 
lished in order to provide specific, un- 
biased information on car-card read- 
ership. The study is under the direc- 
tion of the Advertising Research 
Foundation (jointly operated by ANA 
and AAAA). The method used pro- 
vides standardized information on 
the riding and reading habits of tran- 
sit-vehicle riders, and gives the adver- 
tiser more information about his 
audience reached through car cards 


take anything but a little 


PAUL 
JONES 


WHISKEY 


moses (NAT 


NATIONAL ASSOCIATION OF 
TRANSPORTATION ADVERTISING 


ADDRESS 


CITY.. 


POSITION 


pee: | 


i] 


COMPANY 


d m« 


NAME......... 


a copy of Continuing Study of Tr 


than he can obtain from any other 
advertising medium. 


No Bias 
Set up as a cooperative project of ad- 
vertisers, agencies, andthe N.A.T.A., 
the Continuing Study is completely 
unbiased. The findings are reported 
in 24-page brochures in great detail. 


Ii/ 
J) 


Free Copies Available 
Advertisers and agencies are invited 
to write for free copies of the Cleve- 
land Study to Mitchell, McCandless, 
& Klaus, advertising firm repre- 
senting the Cleveland transit system. 
Address below. Just clip the conveni- 
ent coupon to your letterhead to save 
time. The report includes: details of 
the controlled-recognition survey 
method used; charts of results; four- 
color reproductions of all 
tested, ete. 


cards 


Other Studies 
Previous studies have been made in 
Newark, New Haven, and Detroit. 
New studies are under way in Mil- 
waukee and St. Louis, and will soon 
start in Chicago. 


ieustentententententententantentestentestentententeneetedtes 


SEND NOW FOR FREE COPY... 


Mitchell, McCandless & Klaus 

Guardian Building, Cleveland 14, Ohio 
Please ser 
Advertising, No 


low-cost readership of transportation advertising in Ck ind 


4, which gives details of the 77% ridership and 
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Pierce Watch to Katz 

Pierce Watch Company, New 
York, has named Joseph Katz 
Company, New York, to direct ad- 
vertising. 


Elects Ericksen V.P. 


Parker H. Ericksen, director of 
sales of Majestic Radio & Tele- 
vision Corporation, St. Charles, 
Ill., has been elected vice-presi- 
dent. 


NEW CLOSING DIE 


Effective with 
March 11 issue. 


Final closing, noon 
Monday in Chicago, 
preceding week of 
publication. 


Advertising Age 


AARKETIN 


Harper Urges 
CAB to Drop Its 
Radio Ratings 


New York, Feb. 14.— The Co- 
operative Analysis of Broadcasting 
“should withdraw from the coinci- 
dental rating service business,” 
Marion Harper Jr., vice-president 
in charge of research, McCann- 
Erickson, Inc., told the Radio Ex- 
ecutives Club of New York re- 
cently. 

Instead, CAB “should become a 
fact-finding, standard setting body 
pushing our research knowledge 

. further and further ahead,” 
Mr. Harper explained. “Research 
dollars are too precious to be 
squandered in duplicated serv- 
ices.” 

Radio and advertising execu- 
tives, Mr. Harper found, today are 
troubled with “ ‘acute indigestion’ 
from too many ratings.” Compar- 
ing CAB and Hooper, he found: 


“1. The ratings of one service 


are roughly 20% higher than those 
of the other. 

“2. Aside from this difference, 
the similarity between the two 
ratings is surprisingly great. 

“3. In spite of general similar- 
ity, the discrepancy between the 
two rating services for some pro- 
grams is great enough to discon- 
cert those interested in that par- 
ticular program.” 


To Establish Standards 


Recent experimental work with 
the telephone coincidental method, 
by McCann-Erickson researchers 
“suggests strongly that because of 
certain deficiencies in their tech- 
niques, the present coincidental 
rating services underestimate the 
size of a radio audience from ap- 
proximately 13% to 23%.” 

Mr. Harper advocated that “CAB 
and Hooper should immediately 
agree upon a technical advisory 
committee to establish standards 
and to begin experimental work to 
clarify the problems in this field.” 


HENRY W. OLIVER 
1840-1904 _ 


Pioneer of Mesabi 


But for the legendary 


and railroading center. 


At 23, Henry Oliver organized 


manufacture nuts and bolts—a forerunner of the 
present Oliver Iron and Steel Company. An early 


pioneer in the great Mesabi Range 
he invested $600,000 in 
the Oliver Iron Mining Company 


ore fields, 


which later was sold to the United 
States Steel Corporation for 
$17,000,000. 

He organized The Pittsburgh & 
Lake Erie Railroad, the Akron 


and Chicago Junction Railroad 


“Oliver luck,”’ Pittsburgh 
might not today be world famous as a coal mining 


If you want 
market—sixth 


a company to 


now part of the Baltimore & Ohio—and the 
Pittsburgh Coal Company. He was among the 
first to use all-steel railroad cars. 

Today, Pittsburgh’s basic industries—steel, 
coal, aluminum, electrical, oil, paint, glass and 
food processing—are producing full blast for 
peace just as they did for war. You still see plenty 
of *‘help wanted”’ 
power is at an all time peacetime high. 


signs. Its people’s purchasing 


your full share of this Pittsburgh 
largest in the United States—re- 


member that The Pittsburgh Press is the No. 1 
newspaper in Pittsburgh and is read by 69% of 
all metropolitan families. 


The Pittsburgh Press 


Represented by the National Advertising 
Department, Scripps-Howard News- 
papers, 230 Park Avenue, New York City. 
Offices in Chicago, Detroit, Memphis, 
Philadelphia and San Francisco. 


In Pittsburgh 

in Daily Circulation 

In Classified Advertising 
In Retail Advertising 

in General Advertising 
in Total Advertising 
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Programs Total 
1. The Shadow (MA-LN) 


2. Gene Autry Show 


4. Fannie Brice 
Most Men: 
Most Women: 


Most Children: Lone Ranger with 


1. Monday 9-9:15 p.m., EST 
Programs: 


see eee 


2. Sunday 9-9:15 p.m., EST 
Programs: 


3. Monday 9:45-10 p.m., EST 
Programs: 


MA—Moving Average 
LN—Limited Network 


Toe cee eo oe i) ae oo ae a je 


Current Network Hooperatings 
January 30 Evening Program Audiences 
MOST LISTENERS PER SET 


Sponsor 


3.48 Delaware, Lackawanna, Wes’ er 

3.33 Wrigley Company 

3. Adventures of the Thin Man 3.24 General Foods Sales Co., In°. 
3.24 General Foods Sales Co., 

Boxing Bout with 1.29 (Gillette Safety Razor Co ) 

Frank Sinatra with 1.67 (P. Lorillard Co.) 


Inc, 


1.24 (General Mills, Inc.) 


MOST SETS-IN-USE 


Radio Theater (Lever Bros. Co.) 
Gabriel Heatter (R. B. Semler, Inc.) 
Telephone Hour (Bell System) 


Walter Winchell (Andrew Jergens Co.) 

Request Performance (Campbell Soup Co.) 
Exploring the Unknown (Revere Copper & Brass) 
Manhattan Merry-Go-Round (Sterling Drug, Inc. ) 


Front Page (9:55-10:00) (Esquire, Inc.) 

Radio Theater (Lever Bros. Co.) 

Spotlight Bands (Coca-Cola Co.) 

Information Please (Socony Vacuum) 

HIGHEST SPONSOR IDENTIFICATION 

“Radio Theater,’ CBS, 9-10 p.m., Monday, with 88.9 (Lever Bros. Co.) 


“FIRST FIFTEEN” EVENING PROGRAMS 


Net- Hooper. 
Program Sponsor Product work ating 
1. Fibber McGee _ S. C. Johnson and NBC 30.8 
and Molly Son, Inc. 
2. Bob Hope Pepsodent Div.— Various Products NBC 29.8 
Lever Bros. Co. 
3. Radio Theater Lever Bros. Co. Lux Soap and Flakes CBS 27.0 
4. Charlie Standard Brands, Chase & Sanborn NBC 26.9 
McCarthy Inc. Coffee 
5. Jack Benny ¢ American Tob. Co. Lucky Strike Cigarets NBC 26.8 
. Red Skelton B. & W. Tobacco Raleighs NBC 25.7 
—CH Corp 
7. Screen Guild Lady Tsther Ltd. CBS 23.4 
Players iD ‘ 
8. Fred Allen Standard Brands, Tenderleaf Tea, Blue NBC 22.7 
Inc. Bonnet Margarine 
9. Mr. District Bristol-Myers Co. Vitalis and Sal NBC 21.1 
Attorney Hepatica ’ } 
10. Walter we Jergens Jergens Lotion ABC 21.0 
_ Winchell} ft 
11. Great Kraft Foods Co. Parkay & Kraft NBC 19.7 
Gildersleeve 
12. Eddie Cantor Bristol-Myers Co. Trushay, Ipana NBC 19.5 
13. Abbott & R. J. Reynolds Co. Camel Cigarets NBC 19.4 
Costello 
14. Jack Haley National Dairy Sealtest NBC 19.3 
15. Take It or Eversharp, Inc. CBS 18.8 
Leave It 
CH—Computed Hooperating. 
*Includes second broadcast (NBC) on Pacific Coast. 


TjIncludes second broadcast (DLBS) on Pacific Coast. 


Color Ads Comprise 
Bulk of Shulton Drive 


More than two-thirds of the 95 
insertions in 28 magazines sched- 
uled by Shulton, Inc., New York, 
will appear in full color for the 
spring drive. Seventeen has been 
added to the list. Wesley Associ- 
ates, New York, handles the cam- 
paign. 

Advertising on the Leigh per- 
fume line will feature Risque 
through March, Poetic Dream for 
April, and Dulcinea through May 
and June. Each advertisement 


will be captioned “There’s some- 
an American gir],” 
and will feature one of four Con- 
models and the Leigh per- 
The Early Ameri- 
can Old Spice and Friendship’s 
Garden lines will emphasize avail- 


thing about 
over 
fume she uses. 


ability of merchandise. 


Appoints Wilson 


Fred J. Wilson has been named 
sales manager of the newly-formed 
Promenette Radio & Television 
Corporation, Buffalo radio manu- 


facturer. 
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The Greatest Selling Power 


The Only New Orleans Station 
Using all these means to 
Build Listenership Continuously 


@ 24-Sheet Posters 

@ Newspaper Advertising 
@ Street Car Dash Signs 
@ Point-of-Sale Displays 


Folks turn first to 


NEW ORLEANS | 


DEPARTMENT OF LOYOLA UNIVERS! 


in the South's Greatest City 


‘| 50,000 WATTS — CLEAR CHANNEL — CBS AFFILIATE 


Represented Nationally by The Katz Agency, Inc. 
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Ad Council Urged 
0 Push Drive on 
ood Conservation 


(Continued from Page 1) 


After hearing Secretary Ander- 
n and UNRRA Director Herbert 
ehman summarize the world food 
jtuation, the council appointed 
Benton & Bowles to work up an 
mergency conservation program 
or use of the food industry. 
Already in operation through 
e council’s radio allocation facil- 
ties, the conservation program is 
xpected to command heavy maga- 
jne and newspaper space, and the 
un of other media between now 
nd July 1. Theme of the cam- 
haign is: ‘“‘When you buy, don’t 
buy more than you need; when 
ou serve, don’t serve more than 
ou need. Store what you buy 
) that it won’t spoil.” 

The first government conserva- 
ion message for the campaign was 
ontained in a statement of the) 
Bureau of Human Nutrition and 
Home Economics, urging house- 
ives to save bread. “If every 
amily would save just half a slice 
day, national daily saving of 
alf a million pounds could be ac- 
omplished,” the statement said. 


also suggested that by storing) 
read in the refrigerator the! 
ousewife could delay staleness| 
nd prevent mold. 
According to the latest Depart- | 
ent of Agriculture reports, sugar 
nd butter will be the most serious 
bod shortage items here this year. 
eat, canned fish, fats and canned 
uits “are expected to be insuffi- 
fent to satisfy consumer demands 
full at present prices.” 

While corn and rice products 
jill be less plentiful, there will 
plenty of fresh and frozen fish, 
oultry products, dairy products 
ccept butter, citrus fruit, canned 
uit juices, fresh and processed 
egetables and p0tatoes. Con- 
mption of wheat cereal will be 
low 1945, but it will continue 
igher than before the war. 

The department expects that 
nsumption of beef, pork, fish, 
raporated milk, cheese, fluid 
eam, lard, processed fruits and 
getables and potatoes will ex- 
ped 1945. 


ederal-Mogul 
ppoints Randall 


Federal-Mogul Marine, division 
Federal-Mogul Corporation, De- 
oit, manufacturer of propellers 
rt pleasure boat and commercial 
plications, has appointed Fred 
Randall Company, Detroit 
kency, to handle its advertising. 
Advertising of the parent cor- 
ration’s sleeve bearings and 
shhings for internal combustion 
igines, and of the Federal-Mogul 
tvice division, will also be 
indied by the Detroit agency. 


© Allen & Reynolds 


Allen & Reynolds, Omaha, has 
€n appointed to handle advertis- 
gof the Army recruiting cam- 
Hgn covering the nine states of 

Seventh Service Command; 
Sam Laxative breakfast 
1, and Midwest “Tender Blos- 
” popcorn. 
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‘Daily News’ Profit, 
Circulation Gain 


Average net paid circulation of 
the Chicago Daily News for 1945 
reached 470,864 copies, the largest 
in its history, John S. Knight, 
president and publisher, reported 
to stockholders last week. Net 
earnings of Chicago Daily News, 
Inc., and its subsidiary, Chicago 
Daily News Printing Company, 
totaled $814,657, compared with 
$720,397 in 1944. 

Advertising totaled 11,907,560 
lines, a gain of 16,674 lines. Be- 
cause of newsprint restrictions, 
Mr. Knight said, the daily was 
forced to reject more than $1,000,- 
000 in display and classified ad- 
vertising during 1945. 


Expands Shoe Drive 


Plans for expanded newspaper 
advertising for Acrobat shoes were 
disclosed last week by Burton 
Huffman, divisional manager, 
Acrobat Shoe Company, division 


of General Shoe Corporation, 
Nashville, at a _ bi-annual sales 
meeting. Magazines and radio 


spots also will be used. Ruthrauff 
& Ryan, Chicago, is the agency. 


57 


| Journal, Columbus Dispatch and developed any “package” deal for 
Nashville Tennessean. The Indian-| advertisers, they are pointing out 
apolis News will inaugurate a| that since all are produced in the 
similar local magazine this fall,| same plant, preparation of copy 
and when capacity of the Louis- for one makes it possible to buy 
ville plant is increased, other in-| a similar ad in One or more of 
terested newspapers, particularly} the others without additional 
in the Southwest, may be served.| preparation cost of any kind. In 


Want Local Color 


Admen Shown 
‘Times-Picayune’ 
Roto Magazine 


Chicago, Feb. 14.—Roland Lad- 
reyt, national advertising man- 


ager of the New Orleans Times- | the case of color ads in particu- 


| lar, this may be a factor of con- 


Picayune and States, this week 
launched a= series of luncheon 
presentations to advertising and 
agency men to explain the story 
behind the new Sunday coloroto 
magazine to be inaugurated in 
New Orleans May 5. 

The meetings, which will even- 
tually cover most of the major 
marketing centers, are being ar- 
ranged by Jann & Kelley, Times- 
Picayune and States representa- 
tive. 

The New Orleans magazine will 
be a minimum of 32 pages, and 
will be produced by Standard 
Gravure, Louisville, which already 
produces similar tailor-made local 
magazines for its owner, the 
| Louisville Courier-Journal and 
| Times, as well as for the Atlanta 


The movement toward localized 
Sunday newspaper magazines has 
been particularly strong in the 
South, where it has been nur- 
tured by seasonal and climatic 
differences which newspaper pub- 
lishers say make it difficult for 
national media to be effectively 
localized. 

The Times-Picayune magazine, 
like the others, will handle local 
and national advertising in both 
color and monotone, and its maga- 
zine, again like each of the others, 
will be a completely local editorial 
job, with a special staff assigned 
to it. 

Although the five papers for 
whom Standard Gravure is turn- 
ing out local magazines have not 


siderable importance. 


Krentel Joins Branch; 


Lists Two Accounts 

Kenneth A. Krentel, formerly 
director of market research for 
Day & Zimmerman, Inc., Phila- 
delphia management engineerin 
firm, has joined the newly-forme 
New York agency, Robert F. 
Branch, Inc., as vice-president and 
general manager. 

First two accounts announced 
by the agency are the National 
Leather & Shoe Finders Associa- 
tion, St. Louis, for which it plans 
a 10-year program of national ad- 
vertising, and Gifts-for-the-Year, 
Inc., New York mail order firm 
which sells gifts by subscription, 
using direct mail and a metropoli- 
tan New York campaign. 


SUB CREW BOARDS DESTROYER! The crew of a German sub- 
marine brought to the surface by depth charges actually 
boarded U.S.S. Borie, the attacking destroyer. Equally 
surprising to advertisers is that leading magazine writers 
contribute regularly toThrilling Group—proof that Thrill. 
ing standards are high and Thrilling stories well written. 


MAGELLAN’S LAST STAND! G.I.’s were amazed to find Magellan’s 
tomb on Mactan Island, only a mile from Cebu, P. I. Many 
advertisers are amazed at discovering that Thrilling Group has 
the lowest rate of any magazine reaching the mass market— ° 
$1,500 per page (72¢ per page per thousand sc ceaamuaaale” 


The Men's Group of Fiction Magazines 


NEW YORK 16, N.Y. 


HAND - GRENADE FISHERMAN! Filipino fishermen are using 
Japand American hand-grenades tostun fish and increase 
their catch! Advertisers can make a big haul too by 
telling their story in Thrilling Group with 2,075,347 
ABC circulation. It’s all newsstand sales—no premiums, 
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‘Capitalism Best 
System, Belding 
Tells Marketers 


Sacramento, Cal., Feb. 12.—Urg- 
ing that American executives stop 
“apologizing and alibiing for the 
capitalistic system,’ Don Belding, 
chairman of the board, Foote, 
Cone & Belding, Los Angeles, 
pointed out that it is responsible 
for the highest standard of living 
ever attained by a nation. He 
spoke at a marketing conference 
here yesterday, the first of a 
series of meetings spOnsored by 
the domestic distribution depart- 
ment of the U. S. Chamber of 
Commerce to advance suggestions 
for increasing efficiency and vol- 
ume of distribution to keep pace 
with advanced production. 

If we are to maintain our pres- 
ent standards and reach the goal 


of 60,000,000 jobs sought as a 
postwar economic level, selling 
and advertising must be the prime 
objective of management, he said. 


Sales Bring Real Success 


“Formerly, heads of businesses 
needed to be financial experts; 
then came a time when they had 
an advantage if they were pro- 
duction or manufacturing 
geniuses,” he declared. “Those 
days are past. Production has 
reached unprecedented heights in 
‘know how.’ 

“Today, or immediately after the 
present lush period is past, those 
who can sell will win for their 
businesses the essential success.” 

As yardsticks for the most effec- 
tive use of mass selling, Mr. Beld- 
ing outlined five important steps: 

(1) Product, and its economic 
need. “The product must be ana- 
lyzed thoroughly for its maximum 
sales potential within the area of 
its circulation and competition”; 
(2) Market, to whom it primarily 
appeals. “Know all the facts about 
the people who constitute logical 
prospects for your product”; (3) 


Media, selected to reach all pros-| 
pects and customers. “The good 
executive is the man who can de- 
termine how far to go and what 
media to use to reach his pros- 
pects most effectively and eco- 
nomically for the greatest sales 
result”; (4) What and how to 
say it. “There are thousands in 
the business of advertising who 
do not yet understand the ap- 
plication of selling to the printed 
or spoken word”; (5) Merchan- 
dising, which “consists of those 
devices that help to move the 
product to the customer at point 
of purchase. It consists of better 
display to enhance its importance, 
reminds the customer why he 
should have it, and keeps the 
trade fully advised about the 
product and efforts made to effect 
its sale.” 
‘Best Sales Story’ 

Enlarging on his fourth point, 
Mr. Belding said two _ factors 
should be stressed to best approach 
the maximum success in advertis- 
ing presentation: 


“Within each product is a ‘best! 


Advertising Age, February 18, \94 Adverti: 
GAIN AND LOSS PERCENTAGES - 52 CITIES q ) r| ny 
T T 
DECEMBER 1945 - 1944 LOSS GAIN 
CLASSIFICATIONS -10 10 20 30 40 so 
ReTaie 5.0% ept 
Generar 3.3 
AUTOMOTIVE 100.3 a 
FINANCIAL 30,3 | ver 
Torau DisPLay 6.9 
CLassiriep 9.4  eaeeiedl : 
TOTAL ADVERTISING 7.4 aan Washi 
DeParTMENT STORES 2.0 - ig0\ ernir 
ymy th 
JANUARY 1 - DECEMBER 31, 1945 - 1944 fis an 
phasizec 
RETAIL 2.3 a oF n a 
GENERAL -2.0 
AUTOMOTIVE 10.1 —E House t 
FINANCIAL 20.3 piral 0) 
Tota DispLay 1.8 While 
CLASSIFIED 3.6 > attracter 
TOTAL ADVERTISING 2.2 ent Tr 
Department Stores -0.3 he is tu 
-10 10 2 30 0 © 50 ies and 
duction 
DECEMBER NEWSPAPER LINAGE—Media Records' measurement of news. In his 


paper advertising linage in 52 cities shows one of the highest jumps in months 

for the automotive classification, which scored a figure 100.3% above its 

Financial made the next biggest gain, and other 

classifications show substantial increases. 

cial lead with a gain of 20.3%. The only losses in the year's record were shown 
by general and department store linage, off 2.0% and 0.3%. 


record for December, 1944. 
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SAN FRANCISCO 
EXAMINER 


4% we ™® 
covERAGE ® 


YOUR CHOICE OF: 


“RUN OF PAPER"— Black and White 
(Main News, Sports, Smart Set) 
“PICTORIAL REVIEW"—Color or Black- 
and-White; 1,000 lines space-units only 
AT A PREFERENTIAL GROUP-RATE.,.. 
WITH JUST ONE ORDER... 
ONE OPERATION! 
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Coast's 
(MARKETS © 


* Your message delivered into the homes of 
over 1,500,000 responsive families, for a fraction 
of a cent per reader. That’s what advertising in 
the West’s three great Sunday newspapers means. 
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SEATTLE 
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that mi 

‘maxim 

progralr 

‘Tries, a 

sales story,’” he said. “That is, crams i 

there is some feature about thel,.+ wi: 
product, the company or the in. kets. 

dustry, which, when expressed t In a 


a prospect, will sell more effec. 
tively than any other approach 
The first job is to find this best 


Preside! 
Treasur 


restricti 

sales approach. steps lil 
“Once that is found, the storyMRook t, 

should then be dramatized forffsirts a 
greater penetration into the mind 
of the prospect.” N 
| Following the Sacramento con- I 
: ‘ n ad 
| ference, other meetings will be nninvtenne 
/held at Dallas Feb. 18; Atlanta Paul Pe 
Feb, 21; New York City, Feb. 25- the Pre 
| 26; and Chicago, March 4. The, .. 
: : duction 
New York meeting will be na- thought 
| tional in scope, the others regional the pric 
a Cae up for 
| ° 
Bromo-Seltzer | He ie 
‘Moves to BBDO_ fF” 
| Baltimore, Feb. 13.— Emersonfffmousing 
Drug Company, manufacturer offestate 
| Bromo-Seltzer, has switched itftries, a 
| account from McCann-Erickson tofond wa 
| Batten, Barton, Durstine & Osborn,#rol ove 
|New York, according to John H@ Signi 
| Kelly, vice-president in charge oifMalong t 
advertising. letailec 
_ Plans for the rest of the yearMhe con 
| Mr. Kelly added, will depend onfto qual: 
recommendations of the newfMincrease 
-agency.. Already determined i:f1936-39 
| the summer replacement of a newfet norn 
| Jackie Coogan show, April 28, forflPreside 
| “Vox Pop” on CBS Monday nights.econve 
Emerson also is using outdoor I 
posters in scattered areas from mn 
| coast to coast, and business papers. Unde 
| The Bromo-Seltzer account wasfRhe re 
| moved from Ruthrauff & Ryan tofiRfter si: 
McCann-Erickson in August, 1944.ing the 
— s now 
Plans New Offices ely, b 
| The Chicago offices of McCann-#F°" the 
|Erickson, Inc., will be located ing#ccurac 
new quarters next June at 318 Sj##rm sul 
|Michigan Ave. The agency has Most 
| leased three floors of the buildingi: the 
for a 10-year period and WiBpig y 
spend $40,000 remodeling and im-, 44, 
proving the offices. The agencym 
|/now has offices at 910 S. Michi- A — 
gan Ave. abricat 

he Bo 


ed to | 


Raymond to Join JWT 


Jack M. Raymond, with Kenyongy” ' istr 
& Eckhardt, Montreal, will cing! be 
the Montreal office of J. Wa.tergd vidi 
Thompson Company March 1. While 


. 


Complete plants in TORONTO - MONTREAL - WIKNI > 
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riorities Rule 
ept as Whip 
ver Industry 


Washington, Feb. 15.— Close 
government policing of the econ- 
my throughout the next year 
ss an integral, though de-em- 

phosized, part of the stabilization 
| mlan announced at the White 
House today, to peg the wage-price 
piral once again. 

While the wage-price features 
attracted the most attention, Presi- 
dent Truman makes it clear that 
he is turning to additional priori- 
50 ties and allocations to speed pro- 
uction of low cost goods. 

In his announcement, the Presi- 
ent said that priorities would be 


— a 


of news. 
1 months 


bove its Mused wherever necessary to pre- 
nd other Ment increased prices. Presumably 
d, finan- Bhat means continuation of the 
re shown 


‘maximum average price range” 
programs in the clothing indus- 
tries, and similar priority pro- 
grams insuring materials for firms 
that wish to enter low price mar- 
kets. 

In addition to priorities, the 
President said that the FBI and 
Treasury would enforce inventory 
restrictions, indicating further 
steps like those taken by CPA this) 
week to rout out hoarded men’s | 
shirts and nylon stockings. 


Names Bowles, Porter 


In addition to emphasizing ap- 
pointment of Chester Bowles and 
Paul Porter, “tight pricing” men, | 
the President wants to end pro- 
duction delays by dispelling any 
thought that Congress will amend 
the price control act when it comes 
up for renewal. 

He is asking prompt renewal of 
price control “as is”; extension of| 
the subsidy programs for another 
year; adoption of the Patman| 


‘That is. 
bout the 
the in- 
ressed ty 
re effec- 
ipproach, 
this best 


he story 
ized for 
the mind 


| 
nto con- | 
will be 
Atlanta, 
Feb. 23- 
4. The 
be na- 
regional. 


1O 


Emersonfhousing bill controlling the real) 
sturer offMestate and construction indus- 
ched ittries, and continuation of the sec- 
ickson twfond war powers act assuring con- 
< Osborn, #rol over scarce materials. 
John H@ Significance of the withdrawal 
charge offfalong the price line must await 
letailed regulations spelling out 
the yealthe conditions which enable a firm 
spend onffto qualify for an immediate price 
le neWincrease. By providing that the 
mined i:§1936-39 profit is guaranteed only 
of a newit normal rates of production, the 
il 28, forffPresident denies higher prices for 
iy nights #econverting firms. 
outdo immediate Relief Promised 
2as_~ from 
ss papers Under previous rules a firm “in 
ount wasfhe red’ could get adjustment 
Ryan tofefter six months if it was not net- 
ust, 1944.ing the 1936-39 profit. This relief 
is now to be available immedi- 
ately, but we still have to find out 
McCann-°W the government will judge the 
scated ingeccuracy of the projected figures a 
at 318 S.irm submits. 
ency aM Most important unsettled factor 
buildings the effect that the new steel 
and WMBrice will have since adjustments 
an ecg” "aw materials have a habit of 
3. Michi-@y'2miding as they pass through 


abricators to finished goods. With 
he Bowles-Porter team commit- 
ed to absorption in the channels 
{ cistribution, it is assumed there 


VT 


K on ‘ 
a infg’ll be considerable haggling with 
|. Waiterff.dividual firms. 
ch 1. While the Bowles-Porter faction 
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feels it ‘‘lost the battle of steel 
prices, but won the wage - price 
war,” observers still want to know 
who Mr. Bowles will report to, 
and what the status of Recon- 
version Chief John Snyder will be. 
Unlike Mr. Bowles, Mr. Snyder 
has easy access to the President, 
whatever his immediate authority. 


FCC Weakened 


Transfer of capable FCC Chair- 
man Paul Porter to the OPA, and 
appointment of Commissioner 
Charles R. Deany Jr. as acting 
chairman weakens the FCC at a 
period of peak activity. 

Removal of the hard - working 
Mr. Porter upsets a carefully pre- 
pared schedule of hearings on 
more than 1,000 accumulated ap- 
plications for new broadcast facili- 
ties, and deprives the commission 
of a stabilizing influence. 

While Mr. Porter was zealous in 
insisting on housecleaning in the 
industry, and diffusion in control 
of broadcast stations, he was prob- 
ably the most popular chairman 


the commission ever had—because | 


of his good humor, and fairness. 


ALVIN W. LITTLE 

Des Moines, Ia., Feb. 14.—Alvin 
W. Little, 52, member of the Cary- 
Ainsworth advertising agency, died 
this week while addressing execu- 
tives and salesmen of the Hawk- 
eye Casualty Insurance Company 
here. He was formerly director of 
sales and advertising for the Tan- 
livac Company and before that 
was advertising and promotion 
manager for the former Rollins 
Hosiery Mills. 


WILLIAM H. McLEOD 


Boston, Feb. 12.—William Harri- 
son McLeod, vice - president and 
sales manager of William Filene’s 
Sons Company, department store, 
died here Feb. 6. He was formerly 
advertising director of Filene’s, 
and was a well-known lecturer on 
retail advertising. 


GEORGE A. MELLEN 
Lawrence, Mass., Feb. 12.— 
George A. Mellen, secretary-treas- 
urer of the Eagle Tribune Pub- 
lishing Company and of Hildreth 


|\& Rogers Company, owner of 
| WLAW, Lawrence, died here last 
| week. He had been associated 
'with publishing enterprises in 
'Lawrence since 1909. 


EMIL H. SCHELLACK 

Kalamazoo, Mich., Feb. 13.— 
Emil H. Schellack, 61, vice-presi- 
dent and director of sales for The 
Upjohn Company, died here yes- 
terday. He was connected with the 
Upjohn sales organization for al- 
most 27 years. 


Van Akin Named V.P. 


Lewis G. Van Akin, formerly 
treasurer of Anderson, Davis & 
Platte, New York, has been elected 
vice-president and secretary of the 
agency. Harold H. Thurlby, who 
heads the research division, has 
been named treasurer. 


Frey Made Publisher 


Portland, Ore., succeeding Palmer 
Hoyt. Mr. Hoyt resigned recently 
to take over his new duties as 
publisher of the Denver Post. 


Michael J. Frey has been ap-| 
pointed publisher of the Oregonian, | 
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Braniff Appoints Niles 


Paul D. Niles, formerly traffic 
executive and director of research 
of Braniff Airways, Dallas, has 
been appointed sales promotion 
manager. 


To Spitzer & Mills 


British Columbia Motor Trans- 
portation, Vancouver, B. C., has 
appointed Spitzer & Mills, Van- 
couver, to handle its advertising. 


“A Bit of Paris in New York” * 


‘Est. 1906 
FRENCH RESTAURANT 
REAL FRENCH CUISINE 
LUNCHEON From $1.50 
DINNER From $2.00 


Famous French Candies 
15 EAST 52d ST. 


a 


...t0 build a bigger audience 
for ABC advertisers 


Hedda Hopper 


ECAUSE one of the American Broadcast- 
B ing Company’s services to the nation is 
to. keep its listeners fully informed, ABC 
goes all-out to give you all sides of every 
major issue—a complete unbiased picture 
of local, national and world events. 

Tune in on Headline Edition, featuring the 
men who make the news; the hard-hitting 


To keep up with all sides of the news 


Listen to 


ABC 


AMERICAN BROADCASTING COMPANY 


7 


John B. Kennedy 


listen to all the famous 


on ABC! 


rn 
Raymond Swing 


mentators pictured on this page—and re- 
member, they’re all on ABC. 

Today twenty-two million families fro, 
coast to coast are setting their dials 
American Broadcasting Company statio 
are finding that the easy way to get 
out of their radios is to get set and stay 


Effective with 
March 11 issue. 


Final closing, noon 
Monday in Chicago, 
preceding week of 


dynamic interpretations of Walter Winchell, 
Drew Pearson and F. H. LaGuardia; the 
down-to-earth simplification of the news by 
Earl Godwin; the penetrating, hard-headed 
analysis of Elmer Davis. In fact, to be fully 
informed on what’s going on, you’ll want to 


, B. 


A NETWORK OF 


“America’s Town Meeting of the Air’ —This provocative radio forum has 
become an American institution. Every Thursday evening qualified persons say 
what they think about subjects vital to all pf us. “America’s Town Meeting of 
the Air” is another example of the ABC policy of presenting all sides of every 


important political, social, and economic problem. 


Drew Pearson 


Fe 
Jimmy Fidler 


reporters and com- 


195 RADIO & for years to come. 


Why more leading companies 
are advertising on ABC today 


Advertisers who want a nation-wide audience 
during good time periods at low cost are buying 
On time on ABC today. One network costs 43.7% 
more per evening half-hour than ABC, another 
costs 28.7% more. Yet ABC’s 195 stations 


reach 22 million families who have 92% of the 
set nation’s spendable income. If you are an adver- 
tiser, remember that a good ABC time period 
bought today can mean a valuable franchise 


Earl Godwin 


Don Gardiner 
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| vision has shrunk from 325 to 


Treasury Works on fewer than 100. 


$6 Billion Bond 
Sales Campaign 


Washington, 
deflated budget, and minus its 
most important selling tools, the 
Treasury’s savings bond division 
worked over its plans this week 
for a year-long effort aimed at 
selling $6 billion worth of bonds. 

Louis Carow, the new director 
of press, radio and advertising, 
points out that there, will be no 
“drives” in 1946, although there 
will be peak periods in June, and 
again this fall, when pressure ap- 
proaching the wartime drives will 
be attempted. Payroll savings is 
expected to insure some steady 
customers. 

Down to a_ $2,000,000 budget 
from its $12,000,000 1945-46 fig- 
ure, Treasury will continue to de- 
pend on contributions from media 
and the Advertising Council, as 
well as voluntary local workers, 
for its sales. The staff of the di- 


Elihu Harris, now chief of ad- 


| vertising under Mr. Carow, makes 


no effort to belittle the problem. 
“There is no longer an emotional 


Feb. 14.—With al appeal,” Mr. Harris says. ‘‘We are 


going to have to do a lot more 
selling than we did during the 
war.” 

Mr. Carow, fresh on the job 
from the state committee in In- 
diana, points out there is no way 
to estimate how much effort will 
be required to sell $6 billion in 
bonds during the year. He has 
been promised cooperation of the 
same agencies that pitched in dur- 
ing the wartime drives. 

Continue Payroll Savings 

Possibly indicative of the prob- 
lem ahead in securing advertising 
was the Victory Loan _ report, 
showing total contributions by 
media and advertisers of $24,250,- 
000, compared with the remark- 
able high of $42,600,000 for the 
7th War Loan. 

In defending the appropriation 


of $2,000,000 to continue the sav- 


ings bond program, Rep. Louis 
Ludlow, of the House appropria- 
tions committee, pointed out that 
about 100,000 firms are using the 
payroll savings plan, and nearly 
all manifest a willingness to con- 
tinue it. 


Pen, Razor Companies 
Plan Merger Votes 


Directors of the Magazine Re- 
peating Razor Company, New 
York, have approved a proposed 
merger with Eversharp, Inc., Chi- 
cago. Both companies have called 
a special meeting of their stock- 
holders for action next month on 
the proposed merger and on a 
three-for-two “split” of Ever- 
sharp’s present common stock. 


Eberhard Names Brown 


Louis M. Brown, affiliated with 
Eberhard Faber Pencil Company, 
Brooklyn, in a sales capacity since 
1923, has been appointed to the 
newly created post of general sales 
manager. All advertising and 
sales promotion activities, both 
domestic and export, will be under 
the direction of F. H. Eichhorn. 
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Chicago Union Locals 


Sponsor Air Show 


Fifty Chicago locals of the 
Teamster’s Joint Council, AF of L, 
have signed to sponsor a new vari- 
ety program, “The Spice of Life,’ 
over WCFL, Chicago, Sundays, 
3:30-4 p.m., CST. 

Frank Brown, president of the 
council, said, “We are presenting 
this series starring the best in 
musical and dramatic talent as 
evidence of the cooperative good 
will between our members and the 
millions of families they serve 
throughout Greater Chicagoland 
... to create fuller public cogniz- 
ance of the manner of the service 
the teamsters provide for the wel- 
fare of the entire community, a 
fact that frequently is taken for 
granted.” The program will stress 
employment of returning veterans. 
Kuttner & Kuttner is the agency. 


Dues Explained 


In a story on the Brand Names 
Research Foundation, New York 
(AA, Feb. 11), the dues of active 
members were said to range from 
$100 to $600 annually. This should 


have been $100 to $600 monthly. 


% 


1945 


Market data from Salesh 

Management 1945 survey) 
of buying power for this 
26-county ABC trading area 
of Oklahoma City . Cir 
culation figures: Publishers 
statement, September 30, 


REPRESENTED NATIONALL 


MI THE DAILY OKLAHOMAN 
OKLAHOMA CITY TIMES 


with 


195,0 


82° daily 


and 167,234 Sunday 
CIRCULATION TO PROVE IT! 


] 


THE OKLAHOMA PUBLISHING CO.: THE FARMER-STOCKMAN 
WKY, OKLAHOMA CITY tone KVOR, COLORADO SPRINGS 


KLZ, DENVER (UNDER AFFILIATED MANAGEMENT) 
| ‘BY THE KATZ AGENCY, INC. 
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Drive for Through §h\«so, 


Cross-Country Raj 


Service Continues 


Cleveland, Feb, 14.—Rober: Rp 
Young, chairman of the boar: 0 
Chesapeake & Ohio Railway, re. aS 
iterated in advertisements jp 
newspapers and magazines thi (Cor 
week his offer, made in Novenibe,[me2! ers 


when he was unsuccessfully ne.ggeD'Ve | 
gotiating to buy the Pullman Com. anaged 
pany, to have the C&O and Nicke| ited’ 
Plate Road “join with any com.jpt. New 
bination of other railroads” {ojpific Coa: 


establish coast-to-coast rail sery.#B4+ tatio 
ice. yperatior 
The copy, captioned “Are Chi. Lal 
cago and St. Louis part of Americ 
—or not?”, criticized the fact thaj 5 | hest 
“a passenger cannot go through—™e °xecu 


an Bro 

j ow chai 
Are Chicago and St. Louis 
Part of America—or Not? 
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SENSE Ones 
S555: [new 
5 -. olds 40 
| vai ee ent for 
Chesapeake & Ohio Railway + Nickel Plate Road 
7” a 
| Chicago or St. Louis, two of our! 
| biggest rail centers, without 
changing trains.’ 


Why should through rail travelers be held up at their frontiers’ 
The cities aren't to blame. What can be done about it? 


Carlo: 
tor of 
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iterester 
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Follow-Up Copy Expected 


| The advertisements, more of 
which are expected to follow, have 
caused considerable discussion in 
railroad circles. Opponents of the 
policy point out the difficulties of 
accomplishing such a service and 
imply that Mr. Young’s interestfoung & 
derives from the fact that C&0M) Byrn 
and Nickel Plate traffic and reve-MD) socia’ 
nues would be greatly advancediBho wa 
through participation of the roadsMayor [I 
in transcontinental traffic. mmissi 

Mr. Young, however, states thaifhq ree 
increasing competition from ail-fherman 
lines, which offer fast and com-§ active 
fortable through service, can no™ ABS 
be met by American railroads un-Biy, wr 
less their service is improved. i othe 
Travelers “who are forced to stop. ote 
(in Chicago and St. Louis) resent 
the inconvenience and delay,” the 
copy points out. 

Through Kenyon & Eckhardt, Mai 
New York, the advertisements ran 


. 


Kio ex} 
ttwork 


in 53 newspapers in 18 rail junc- ony 
tion cities. Collier’s, The Saturday es i 
|Evening Post, Time and United buld he 
| States News were among the nag 
'tional magazines used. pital t 
| rey 

| the | 
Green to ABC ese rey 


Benjamin J. Green, recently »e-JMnagen 
leased after two years in the )}/a-@One o: 
‘rine Corps, and previously red 
|director of H. W. Kastor & S 
| Advertising Company, has joi 
‘the production staff of Ameri:an 
| Broadcasting Company, Chicag 


Photostat divisions 
540 N. MICHIGAN 
185 N. WABASH A 
410 N. MICHIGAN \Y 
111 E. DELAWARE 


Photography 540 N. MICHIGAN AVE. 
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vember kers Association, has an ex- 
lly ne. ensive financial background and 
in Com. fgna! aged, under Mr. Versluis, As- 
1 Nick) fmS0° ited’s Grand Rapids operation. 
Ly com.ge_r. Newkirk has built on the Pa- 
ads” {pmific Coast a loose network of some 
il sery.qp4 stations which is continuing in 

yperation. 


LaRoche in the Picture 


Chester J. LaRoche, formerly 
J executive head of the Ameri- 
an Broadcasting Company and 
ow chairman of the board of La 
Roche & Ellis, New York advertis- 


‘re Chi. 
America 
Fact that 
through 


uls ng agency. Mr. LaRoche has taken 
at? n interest in the network’s posi- 

ion and is known to have recom- 
ao mended investors and to have con- 


ersed with others. 

He is not, however, in a position 
) participate directly in the ABS 
management since, as he told Ap- 
ERTISING AGE, his primary inter- 
st is as head of an advertising 
gency. His attorney, Eugene L. 
arey (who was counsel for the 
ox Congressional committee in- 
estigating the FCC in 1943), rep- 
esented Mr. Versluis in his New 
ork negotiations and closed the 
eal with Atlas. 


Others Study Problem 


Garey, Desvernine & Kissam, 
J New York law firm. This firm 
olds 40% of ABS stock in pay- 
ent for its services in the nego- 
ons. Leo T. Kissam, a partner in 
ie firm, has also been active in 
L1BS’s dealings. 
Carlos Franco, associate direc- 
tor of radio of Young & Rubi- 
m. Mr. Franco was reported 
jis week to have been actively 
terested in taking up ABS 
along with others) where the 
resent management had stopped. 
ut he told AA that “my only in- 
rest is in furthering new media 
a director and stockholder of 
oung & Rubicam.” 
) Byrnes McDonald, New York 
¥ socialite and millionaire’s son, 
ho was formerly secretary to 
layor LaGuardia, deputy police 
. mmissioner of New York City, 
ates thaifhd recently aide to Admiral 
rom 4l!-@herman.. Mr. McDonald was and 
ind com-§ actively interested in investing 
can NOM ABS but, after conversations 
‘oads UN-Bith Mr. LaRoche, Mr. Irmerscu, 
mprovec.#a others, only on the condition 
d to stoP.t other individuals with broad 
s) oe io experience participate in the 
‘lay, ‘twork with him. 


Many Others Mentioned 


\ Other investors. It is known 
y that two weeks ago a deal was 


o of our 
without 


ected 


more of 
ow, have 
Ission in 
ts of the 
sulties of 
‘Vice and 

interest 
hat C&0 
nd reve- 
advanced 
the roads 


Eckhardt, 
nents ran 
‘ail junc- 


ad i 
rte most closed whereby Associated 
+ the na-gfUld have acquired the necessary 


pital to remain in operation and 
expand its operations. The hitch 
the deal came, according to 
ese reports, over the question of 
ently »e-gMnagement. 

One of the participants in this 
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Advertising Age, February 18, 1946 


phase of the negotiations was 
Henry Oliver, Pittsburgh 
man, who was reportedly inter- 
ested in ABS by Mr. LaRoche. (Mr. 
LaRoche’s investment in American 
in 1944 was made with the ru- 
mored backing of Tom Girdler, 
steel and airplane tycoon.) 
Another interested prospective 
investor is Maria Kramer, who 
owns the Hotel Lincoln and Hotel 
Edison in New York and the Hotel 
Roosevelt in Washington. Mrs. 
Kramer had placed some of her 
band picks-ups on Associated and 
is interested in ABS both from a 
financial and from a talent angle. 


Crosby Makes Query 


Varied reports of other individ- 
uals interested in ABS included 
Bing Crosby (through his brother 
Everett), who reportedly consid- 
ered the possibility of a network 
owned by talent; Marshall Field; 
and Henry Luce, whose Time, Inc., 
purchased 12%% of American 
Broadcasting Company’s stock at 
the same time as Mr. LaRoche. 

As matters stand now, Associ- 


for 90 days, and Mr. Henderson, 
Mr. Kuning, Mr. Newkirk and 
Earl W. Dunn, counsel of the net- 
work, are actively interested in 
continuing operations. 

Adam Hat Stores, New York, 
whose boxing broadcasts were the 
network’s only major account, 
yesterday announced. that it was 
shifting its broadcasts to Mutual, 
and expected to use between 100 
and 125 stations, depending upon 
the arrangements Mutual could 
make to clear time with its sta- 
tions. A spokesman for Adam, 
however, stated that the arrange- 
ments with Mutual were experi- 
mental and temporary, and implied 
that they were on a two-week 
basis and might return to ABS if 
the network resumed operations 
on a stable basis. 

LaRoche & Ellis was recently 
appointed the agency for Adam 
Hat, effective March 1. 


Race Against Time 


Present ABS management seems 
to regard its position as a race 


|ated has an option on its long lines | against time to secure funds before lof James C. Petrillo, 
steel | 


Atlas note. 
call in its loan at that time is a 
matter of considerable speculation, 
since the agreement provides that 
it may run for an additional two 
years—at Atlas’ option—without 
interest. 

From its beginning as a loose as- 
|sociation of stations, ABS began 
network operations on Sept. 16 on 
a permanent line structure. Its 
fundamental 
build a major market network, 
with additional regional chains 
tied in according to the sponsor’s 
desires. 

Associated’s 22 stations could be 
purchased at a base evening rate 
of $4,410, and a network of 147 
stations—as used for one program 
—for $10,000. The ABS-Moun- 
tain-Pacific group was sold sepa- 
rately at a base rate of $850 for 
seven key stations, although 34 
stations are included on a split- 
affiliation or part-time basis. 


ABS has had the active support 


61 


president of 


the Feb. 26 expiration date of the|the American Federation of Musi- 
Whether Atlas will cians, who more than once told lo- 


cal AFM officials to “lay off ABS. 
Don’t be ‘slowghing’ them. Give 
‘em a chance.” 


Elects Koehn V.P. 

Herbert W. Koehn Jr. has been 
elected vice-president in charge 
of sales of Sikes Company, Buf- 
falo. He has been in sales work 
for the company since 1930. 


approach was. to! 


The Magazine “that | Keeps 


RADIO TECHNICIANS 


Best Informed 


Circulation 57,394 
Net Paid A.B.C. 
RADIO-CRAFT 
126 WEST B’WAY, NEW YORK 7 


Wh 


GAIN OF ANY CINCINNATI NEWSPAPER OVER THE 


ba guess another Space buyer must have dropped in!”” 


More specifically—The Daily Enquirer’s circulation, as of September 30, 1945, 


was up a whopping 46.1% 


over 1935 .. 


. The Sunday Enquirer’s up 15.0%. 


(The other two Cincinnati newspapers wound up the 10-year period with 7.0 


and 9.5% 


» less circulation!) Significant? Even more so is the fact that The En- 


quirer reaches, appeals to, and influences SOLID Cincinnati—the thinking, 

feet-on-the-ground, have-money-to-spend citizens of this important 1,155,703- 
the-ground, y-to-s} por 

population trading area. Represented by Paul Block and Associates. 


Use The Cincinnati Enquirer to get in solid with Solid Cincinnati 
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AMERICA BET $53,450,000 


... that’s the sum the U. S. public has invested in the auto- 
mobile future of Henry J. Kaiser and Joseph W. Frazer.* 

As a sum of money, or even as a forecast of their chances, 
it has littlke meaning. But as an indication of the spirit of 
economic adventure that is abroad in the land, it is a power- 
ful statistic. 


Betting to win, but willing to lose 


Here is an uphill fight in the vigorous U. S. tradition; here 
are Men of Adventure in the American mold. Here is the 
hell-and-high-water spirit that made a new country yesterday 
—that will make a new world tomorrow. And Mr. Kaiser 
and Mr. Frazer are only two of thousands of industrial 
*See “The Adventures of Henry and Joe in Autoland”— March, 1946 


ON THEM 


pioneers—newcomers and veterans—who have caught the 
significance of this particular time in American history. 

As the documentary dramatist of this Great Adventure, 
FORTUNE will reproduce the setting, introduce the actors, 
and tell the story scene by scene. It promises to be the great- 
est show of all time. 

FORTUNE has already expanded its publishing program 
to equip itself for the job. It removed circulation restrictions 
to permit the addition of 40,000 new Management Men; it 
has already surpassed its standards of reproduction; and it 
has increased its editorial staff to present the story in its 
dramatic detail, in its historical significance. 

In this industrial adventure, FORTUNE offers readers 
and advertisers alike, an intelligent, rewarding participation. 


MARCH * 1946 
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hdvertising Age, February 18, 1946 


PHOTOGRAPHIC REVIEW 


T BETTER HOMES SHOW—Among those who were on hand for Better 

omes & Gardens’ open house kitchen exhibit at the American Furniture Mart, 

hicago, were Mary Gene Hoche, ad manager, Club Aluminum Products Co.; 

yrna Johnston, foods editor, BH&G; Fred Bohen, president, Meredith 

blishing Co.; Lloyd Maxwell, vice-president, Roche, Williams & Cleary, 
and Edith Knutsen of Christiansen Advertising Agency. 


DOST FOR DRUGGISTS—An old-time pharmacist's prescription book forms 

e center of interest in this new window display, which stresses the professional 

de of pharmacy and is intended as a public relations aid for the individual 

uggist and the profession as a = Wyeth, Inc., is distributing it to the 
trade. 
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AY EVENT—Lewis F. Bonham, left, advertising and sales promotion manager 

Mennen Co., is shown discussing the keynote poster with Dr. Harry Weiner- 

an, chairman of Foot Health Week, May 18-25, for the National Association 

Chiropodists. Mennen, on behalf of its Quinsana powder, is cooperating 
with the association in its educational program. 
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XIAN MURAL—The Mexican scene used in one of White Motor Co.'s 

Yer’ sements provided a hookup with the company's Mexico City distributor- 

> vith the duplication of the picture on a wall of the building occupied 

Di: ‘ribuidora White de Mexico, S. A. The mural, 27 feet long, was painted 
by a Mexican artist. 


NEW SPARKLE—Jewelry of stainless 
steel was shown to the public for the first 
time at the National Metal Exposition 
held recently in Cleveland. The various 
articles decorating the model were 
given their sparkle by the Rustless 
electropolishing process. 


VIDEO CONFAB—John F. Royal, 
seated at left, NBC vice-president in 
charge of television, talks over new de- 
velopments at a Hollywood conference. 
Harold J. Bock, center, heads the net's 
new television department for the west- 
ern division, and O. B. Hanson, right, 
is NBC vice-president in charge of 
engineering. 


WINNER—The blue ribbon award in 
Spice Mill's 9th national packaging 
show went to Hill-Shaw Co., Chicago, 
for this counter display for its Dutch 
clothless coffee filter. Merchandising 
appeal and the dispensing feature have 
won widespread dealer approval for 
the unit, the company reports. 


ALL-VET STAFF—Frank Oxarart, head of the Los Angeles agency that bears 
his name, is proud of his staff, which was recruited entirely from the armed 
forces. Left to right, standing around Mr. Oxarart, are: W. W. Harvey, 
account executive; Bill Larkin, research and survey director; Caroline Rob- 
bins, industrial and public relations director, and Ernest Michel, media director. 
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: WALLPAPER ij - 
CONTAINING DDT. insecticing : 
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REAOY-PASTED 23 NON-H 
“ads? To He ti 


Just Dip in Water and Up # Goes 
MOTHPROOF PAPER—Howard Scaman Displays is producing over 10,000 of 
these three-dimensional showings for "cedar closet wallpaper’ containing DDT 
and guaranteed to kill moths and remain effective for at least a year. The 
product is the newest addition to the line of Trimz division of United Wall 
Paper, Inc. 


Doomsday for the Dandelion 


THE DOW CHEMICAL COMPANY, MIDLAND MICHIGAN 


Pow Fart Rowen Prtadoigtnn Gnu neta Cheretone Vamos ope TK howe Mower Wan Feanciene Loe Angaton Sumh 


PROMISES DOOM—Dow Chemical Co., Midland, Mich., has scheduled an 
extensive campaign, starting this month and continuing through June, for its 
new weed killer. This is one of the color pages for the company's Agricultural 
Chemical division, handled by MacManus, John & Adams, Detroit. (Story on 

Page 53.) 
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When ‘you mark 
“cocoa on. your 
shopping list, — be 
sure you specify 
VAN HOUTEN’S! 
I say this with good 
reason *. 
since — 
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is the wisest cocoa BUY-LINE 


ins _ © choose. Less than Ic per ef “2s 
ny - VAN HOUTEN 

Booklet on eac 
0 ee ere that are ideal 
holidays ! 
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Our ancestors were dependent on the 
return of explorers’ ships for exotic 
flavor discoveries,—today, you and I 
have only to go to the kitchen shelf, 
where BURNETT’S 29 Flavor Ex- 


Readers Who Have 
Noted Read Some Read Most 
w—13%1F IS % 


o menus... fruit, 
flavors-at your fingertips at all seasons 
... Celery, Onion, Garlic, and Mint 


fies maki, A 


M_AND 


* * * * 


After its long absence from the table, ham deserves special “fixin” on re- 
introduction to the family! So try this recipe with BEST FOODS Mustard- 
with-Horseradish . . . it adds a touch of genius! 
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it’s meat, fish or fowl . . . for it lends he double-savor of Mu 
with Horseradish—a flavor combination that finds favor eve * 
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When Local Service Copy 

Aids Them in Their Week- 

End Buying 

When Editorialized Column 
Advice Gives Them Food News, 
Recipes, New Ideas and House- 
Hold Hints For the Coming Week 


0... NANCY SASSER arings ou 


another BUY-LINES Column specializing in Food 


and Housewares Products beginning May 2nd... 


IN THURSDAY EVENING OR FRIDAY MORNING 
NEWSPAPERS IN 53 COAST-TO-COAST MARKETS 


12,999,000 CIRCULATION 


NOTE THE HIGH READERSHIP RATINGS for various food and household products 
which have already appeared in the Sunday BUY-LINES column. These 42-line average ads 


have been clipped from papers surveyed by Daniel Starch & Staff and by L. M. Clark, Inc.— 
Philadelphia Inquirer, Nov. 18, 1945, Boston Post, May 6, 1945, Chicago Tribune, April 18, 1943. 


ml | AND NOW The new Thursday evening or Friday morning 
“Housewife’s Special” makes BUY-LINES a perfectly timed 
food and housewares medium . . . reaching the reader just 
before she goes out to buy .. . 
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